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NOW. ...low cost offset paper 
in just 2 minutes 


Four 
ways to 
use new 
Kodak 
Ektalith 
Method 


NEW FROM KODAK... 


.. for all users of offset duplicators 


Sleight of hand in full roomlight. Ingenious 
Ektalith Loader-Processor is used to load high-speed 
Ektalith Transfer Paper for exposure to camera 

Attached Ektalith 


plate in 


and to process exposed sheet 
Transfer Unit lets you put image on paper 
osts less than 


full roomlight. Complete installation « 


$600... teams up with almost any office camera. 


Good news for darkrooms. Add a_ low-cost 
Kodak Ektalith Processor and Transfer Unit to your 
setup and you're all set to turn out camera-quality 
paper plates. Expose Ektalith Transfer Paper in proc- 
ess Camera in usual manner. Complete job in Ektalith 
equipment under red safelight. Corrections can be 


| 


made with eraser, additions readily made. 





masters made photographically 
with Kodak Ektalith Method! 





New low-cost Kodak Ektalith Method brings Kodak Quality. Whether you're copying line 


work or halftones, the Ektalith method assures 


the speed, quality and flexibility of camera 
sharp reproduction of the minutest detail. 


copying to “paper platemaking.’’ Makes “‘short 
run” jobs easier, more economical—and cuts . 
. Solid blacks are reproduced alongside fine 

capital investment—for users of all types of popular 
‘ detail without mottling. Backgrounds remain 

office-size duplicators 

clean — are even cleaned up, as in the case of 
Simple as A-B-C. Just three quick steps for worn, “‘yellowed” engineering drawings. Not to 
a high-quality master (reduced, enlarged, same be overlooked either is the uniformity and wide 
size) that will give you hundreds of sharp, latitude of high-speed Ektalith Transfer Paper 
clean copies of office forms, engineering draw- which lets vou handle those ‘101° different 


ings—all line and halftone material. office jobs faster and at lower cost 


. Expose high-s 1 Kodak Ektalith Transfer ee 
I te et ee — ceseients seseins In short, the Ektalith Method is another im- 
aper using your present Copy or process Camera . 
; portant contribution by Eastman Keak to the 
> ‘Ee ore rv ro Qo ve ‘ 
Process in ordinary roomlight with ingenious Graphic Arts Industry well worth vour im- 


} ‘ ‘r-P SSK ©) 
new Kodak Ektalith Loader-Processor r in mediate attention. 


darkroom with a Kodak Ektalith Processor 
Phone your local Kodak Ektalith Dealer for 


3. Transfer to paper plate with Kodak Ektalith 
further details, or write 


Transfer Unit in roomlight or darkroom 
/ otal ime —{from shooting the original subject to Eastman Kodak Company, Graphic Repro- 
2 duction Division, Rochester 4, N. Y. 


“on the duplicator’’—just 2 minutes 
DA K 
talith 
oO D 
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.. puts you ahead in offset 


Big savings in systems work. Need 10 to 20 sharp 


\ ‘‘natural’’ for microfilm users. Blowups of 
copies of office forms, orders, reports? No platemak- 


engineering drawings and other reduced data can be 
made on Ektalith Transfer Paper in standard en- ing is required when you team up your copying 


largers from microfilm positives. Copies can be made camera with Ektalith Loader-Processor and 
directly from Transfer Paper in Kodak Ektalith Ektalith Copy Unit. Entire job can be 
Copy Unit. If more copies are called for, simply use done in full roomlight . . . copies 


Ektalith Transfer Unit to make plate, made fast and conveniently. 





INSIDE 
OCCUPANT MAIL 


QUESTION: IS THERE A WAY TO 
LEVEL OFF A “SALES BOOM” 
CAUSED BY OCCUPANT MAIL PRO- 
MOTIONS? 


ANSWER: This problem arose early in 
he campaign of a large automotive re- 
tailer. Soon after each mailing there 
would be a period of intensive selling then 
i decline to the normal level. The prob 
lem was solved here by splitting the mail 
ing into six groups. Each group was 
mailed a week apart. This “controlled 
promotion” resulted in a higher level of 
sales over the entire period covered by 
the mailings. Temporary sales people 
were eliminated and volume was handled 
in a normal manner. Customers got bet 
ter service more satisfaction. Inven 
tory requirements were forseen early and 
valuable time was gained to restock the 


items most wanted 


QUESTION: WITH NO BACKLOG OF 
RECORDS AVAILABLE, WHAT IS 
THE BEST WAY TO DETERMINE 
OUR TRADING AREA? 


ANSWER? There are several successful 
methods. The best must be determined 
by your own best judgment. One way ts 
to record the license numbers of your 
customers and trace their addresses 
through your state bureau of motor vehi 
cles. Another method is to conduct a con 
test requiring your customers to fill out an 
entry blank. Stull another is to make mail- 
ings with redeemable coupons (requir 
ing the customers to fill in their names 
ind addresses) into limited areas chosen 
with care by consultation with your Occu 


pant Mailer. 


After obtaining your customers’ ad 
dresses “pin” their locations on a good 
map. The more “pinned” addresses, the 
more complete will be the pattern of your 


trading area 


There must be many questions and suc- 
cess stories about Occupant Mail that 
should be aired in this column. Send us 
your questions or story. We'll send you 
Will Storing’s book “How to Think About 
Occupant Mail Advertising.” A_ recog- 
nized authority, Mr. Storing presents 
many capsule case histories and tips about 
the profitable use of Occupant Mail. A 
valuable addition to your library 


Les Cullman, President 


OCCUPANT MAILING LISTS OF AMERICA INC 


239 N. Fourth St., Columbus 15, Ohio 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors .. . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 





We are constantly amazed at the 
“taken-for-granted” attitude toward 


envelope waste by most office people. 
They seem to think that stuck flaps 
and windows... insertion snags and 
jam-ups...and postage meter foul- 
ups are a matter of course 


They're not! Practically all of these 
wastes and costly delays can be elimi- 
nated. 


Tension Envelopes are designed and 
constructed for efficient, trouble-free 
performance of their job. Why not test 
Tension and prove it? Just send the 
coupon below for envelope samples 
Use them and see why there’s no need 
to pay for envelope waste! 


TENSION ENVELOPE CORP 
Campbell at 19th Street 
Kansas City 8, Missouri 


Kansas City . Ft. Worth . Des Moines 
Minneapolis e« St. Louis e So. Hackensack 


Tension Envelope Corp. Ren SIO, 
Campbell at 19th St. “? pP—J 2, 
Kansas City 8, Mo. “7s . 
Please send me Envelope idea Kit #2 
Name 

Company 


Address 


City 
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We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 
Direct Mail Advertising, 224-7th St., Garden City, N. Y. 


* 


“ADVENTURES IN SELLING” titles 
a new service for the direct mail field. 
Published by The Reporter of Direct 
Mail, it will present, in handsome port- 
folio format, the award winners of 
DMAA’s annua! Direct Mail Leaders 
Contest. Twelve Campaigns this first year 
will be fully described and illustrated 
with emphasis on planning, copy, lists and 
results. The new venture is designed to 
augment DMAA’s growing list of member 
services. And beginning this month, mem- 


bers will receive their first portfolio, 


ADVENTURES 
IN SELLING 


ORECT MA AVERTING ASSOCMTOR cau juny mror Fl 


ee ee — mer © 


Kitchen 


Campaign. Upcoming campaigns include 


detailing the General Foods 
Cessna Aircraft, Canadian National Rail- 
ways, M. E. L. Division of the Ford 
Motor Slant-Fin Radiator 


Company, Grit Printing Company, Office 


Company 


Overhead Limited, Eagle Pencil Com 
pany, IBM, Stran-Steel 
Company, and The Bank of America. If 
you are not a member of DMAA and 


Albany Products 


would like to see a sample copy, send 
$1.00 for the first issue to: The Reporter 
of Direct Mail, 224 Seventh Street, Gar 
New York 


den City, L. I 


eee 
ONE PREMIUM that won't give you 
a headache and might make an impres- 
sion is a live plant or tree. These are 
being promoted by Orchids of Hawaii 
Inc., 305 Seventh Avenue, N. Y. C. 1, 


N. Y. Premium sent to us along with 


promotional literature was a 242 year 
old Christmas tree seedling from the 
north woods. (Stands only 9” high.) 
Other plant premiums 


plant, jade plant, baby palm 


available are 
century 
tree and others, including a wide variety 
of flower bulbs. Firm will handle all 
phases of premium redemption. If you're 
interested, write for information 
—_ 
ead 

DUN & BRADSTREET, INC. (99 
Church St., New York 8, N. Y.) mailed 
during January 1960 its annual _ re- 
quest for financial statements to the three 
million manufacturers, wholesalers and 
retailers in more than fifty thousand 
cities and towns listed in the D&B Refer 
ence Book. A letter from J. Wilson New 
man, president of D&B, asked for the 
financial statements and attachments ex- 
plained the reasons why submitting such 
Statements are important, not only to 
the individual business but to the econ 
omy of the country as a whole. A good 
press release from A. M. Sullivan, direc- 
tor of public relations and advertising 
and former board member and treasurer 
of the DMAA, explained the project and 
asked for help in influencing more busi- 
nessmen to submit their financial state- 
ments promptly and voluntarily. A new 
40-page Small Business Handbook titled 
‘How to Build Profits by Controlling 
Costs,” is offered to all who cooperate 


free of charge 
— 
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A NOVEL MAILING was used re 
cently by Ohio Falls, Inc. (textile dyers 
and finishers), 733 E. Madison, Louis 
ville 1, Ky. The unusual promotion was 
developed by Jack M. Doyle Advertising, 
Louisville, Ky. Canvas shoe manufac 
turers received in the mail a transparent 
plastic bag containing a child’s “sneaker,” 
size 5%. The canvas above the rubber 
sole was dyed a brilliant red. Stapled to 
the plastic bag was an address label bear 
ing postage at third class rate. Stapled 
to the other side of the stiff address label 
was a sealed envelope bearing first class 
postage. The mailing went through the 
post office in that form and carried 
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Dhe unusually fine velvet—smooth 
finish of Navajo Cover provides an 
ideal background for the finest 
printing. Receptive and resilient 
for letterpress... surface—sized for 
offset. Clear white and twelve dis 
tinctive Vavajo Cover colors... text 


in mal> hing wi ile. 


TOURELLE DE LA RUE DE LA TIXERANDERIE, PARIS, by CHARLES MERYON 


Mohawk Paper Mill 








Meaater Copper 
Powderless 
Kitching 
Machine 


Copper 
Powderless 
Etching... 


Superior printing — molding is 
now a reality in copper plates. 
Greater depth in highlight, 


middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 











OVER 
WORKED 


TRYING TO REACH 


THAT TYCOON? 
GIVE AHREND YOUR 
TOUGHEST PROMOTION 

JOB And watch the orders 
pour in! 


Let us create the sales idea, 
copy, and art; handle printing, 
production, and lists to 
produce higher returns pet 
dollar. (Or use your pet 
printer, if you preter 


Single job assignn ents or 
retainer basis 


Call Herb Ahrend 
PLaza 1-0312 


AHREND 
ASSOCIATES 


601 Madison Avenue New York 22 
Plaza 1-O312 


Planning Art, Copy, and Complete Production 
of CATALOGS + POSTERS + DISPLAYS « SALES 
LETTERS + GROCHURES + DEALER AIDS 
FILMS FOR TV AND BUSINESS + MAILING 
LISTS + MAIL ORDER CAMPAIGNS 


through very nicely. The visible shoe 
certainly attracted attention. The well- 
written form letter emphasized that it 
takes two to make a pair; that the shoe 
manufacturers needed Ohio Falls to co- 
operate in furnishing brilliant colors 
for the growing canvas shoe market. 
A fine example of appropriate showman- 
ship 


—_— 
eed 
rYPEWRITER CLEANING can be 
less of a chore with a new product intro- 
duced by Minnesota Mining and Manu- 
facturing Co., Dept. M9-465, St. Paul, 
Minn. Their new “Scotch” brand type- 
writer cleaner is an 84x11” sheet of 
soft fibrous material, chemically treated 
to remove dirt, ink and foreign matter 
when it is typed upon. We tried it, and 
it works fine. Each of the sheets is 
divided into seven sections, each one 
with ample room to clean a full set of 
keys. A three sheet packet sells for 98¢. 
— 
ead 
AFTER A SHORT HAITUS, Man- 
agement Topics has resumed publica- 
tion. This is the first management maga- 
zine in India, they claim, and is pub- 
lished by Management Publications 
Private Ltd., 42 Veer Nariman Road, 
Bombay. Deals with all types of man- 
agement problems. They've now expanded 
from former 36 pages to 52 pages, and 
all subscriptions have been extended for 
five months to compensate for the “lost” 
issues 


Ph 
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NATIONAL COUNCIL OF MAIL- 
ING List Brokers at a recent meeting 
in New York spent considerable time 
studying a number of questionable lists 
suspected of being used in connection 
with the distribution of pornographic 
material. As reported previously . . . the 
members of the Council have adopted 
a policy of refusing to do business with 
the owners of this type of list. 
_ 


e@ee 
FUTURE DATES for annual con- 

ventions of the Mail Advertising Service 
Assn. Intl. have been announced. Here 
they are: September 17-20, 1960—Shera- 
Hotel, Detroit, Mich.; 
June 1961 Spring International Mail 
Advertising Conference, Deauville, 
France; October 6-9, 1961—Statler Hotel, 
New York; September 8-11, 1962 
Sherman Hotel, Chicago, III 

— 

eee 

IMPRESSIONS is the name of a quar- 

terly house magazine for photo-journal- 
ists, published by Fairchild Graphic 
Equipment, Inc., Fairchild Drive, Plain- 
view, N. Y. Once each year, Editor 
James B. Moore turns over his job to 
a guest editor to compile the “annual 


ton Cadillac 


news pictures” of the year. Guest editor 
for Vol. IX, No. 2, and the 16th annual 
news pictures of the year competition, 
was Clifton C. Edom, School of Jour- 
nalism, University of Michigan. For 
those interested in the pictures, or pro- 
fessional photography, this special edi- 
tion should be in your library. Single 
copy price is 50¢ . . . but we understand 
the house magazine goes free to Scan-A- 
Graver users and graphic arts practi- 
tioners. 
— 
eee 

}] WE’VE RECEIVED a number of 
items from the Marvic Company, 861 
Manhattan Avenue, Brooklyn 22, N. Y 
They manufacture all types of gimmicks, 
novelties and premiums that can be used 
as attention getters for mailing pieces. 
Some of their ideas are a little shop- 
worn (e.g. the numbered cards that can 


INiIL 


© certified 
intangib 


' 
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mystically guess someone’s age or date 
of birth). The latest one though, gave 
us a laugh. It is the NIL, the certified 
intangible, guaranteed by Marvic to give 
the owner many years of uselessness. 
It comes guaranteed “against high grade 
material or workmanship,” and has been 
tested “by a hand-picked group of in- 
competent craftsmen . . . men, who being 
thoroughly inexperienced, take a real 
lack of pride in their work.” Copy and 
idea are clever 

=_— 

eee 

“IT HAS BEEN SAID that a man 

who squeezes a dollar never squeezes his 
wife,” reads a collection letter quoted in 
the house magazine of American Forest 
Products Corp. “In looking over your 
account, it has occurred to us that your 
wife is not getting the attention she de- 
serves ‘’ 

— 

eee 

MAGAZINE PROMOTIONS seem 

more lavish than ever before, especially 
those promoting space ads. Flying, avia- 
tion magazine, has been mailing out 
some first class folders on textured 
colored stock. Three others that merit 
mention came from American Home, 
one a die-cut pair of scissors (movable) 
about two feet long. The other’s not as 
recent, but certainly is unusual. It’s a 
pair of men’s trousers made out of 
window-shade material, and comes com- 
plete with actual hanger. Asks question, 
“Who wears the pants in your family?” 
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Goes on to explain that home matters 
are joint decisions, and that readership 
numbers men and women. Most recent 
mailing piece is a delectable cardboard 
sandwich, complete with paper tomatoes, 
salami, eggs. Comes wrapped in waxed 


pape 


eee 

THE GRAPHIC ARTS CENTER 
has been serving Texans in the graphic 
arts field for over a year now. It was 
constructed by the Olmsted-Kirk Co., 
1033 Young Street, Dallas, Texas, and 
serves as a central location of facilities 
available to printers, ad agencies, com- 
mercial artists and others allied with the 
printing trade. Facilities at the Center 


include an auditorium (seating 83), an 
exhibit gallery and a printed specimen 
library. Organizations and/or individuals 
can display their work in the gallery, 
while the library furnishes a_ varied 
selection of printed specimens from all 
over the USA. Over 100 meetings have 
been held in the auditorium since the 
Center's completion in May 1958 
— 
eed 

FOR ITS CHRISTMAS gift mailing, 
Wolf Brothers, Franklin at Zack, Tampa, 
Fla. adopted a seldom used format. Fif- 
teen 3% x9-inch Bristol cards were 
packed in a box-type envelope. Each 
card illustrated one particular specialty 
in men’s wear and most of the cards 
carried a swatch of material. In addi- 
tion to the 15 merchandising cards, there 
was one transmittal or message card, 
and of course a same size business reply 
card carrying an order form. Very at- 


tractive mailing 


eed 

ENJOYED READING Hilltop 
Decision, an attractive 24-page, 5x7 
inch booklet issued to commemorate the 
75th Anniversary of the founding of 
Hoard’s Dairyman, Fort Atkinson, Wis 
Contains a well-written and fascinating 
story of the development of the dairy 
industry. It just didn’t happen accident- 
ally. We liked the eulogy written to 
the cow by the founder, William D 
Hoard, many years ago: “The cow is 
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De Man in the Guy Greed Chit : 





YOU CAN REDUCE YOUR MAIL- 
ING COST AND INCREASE 
RESEARCH YOUR PROFIT WITH PROPER 
COORDINATION LIST SELECTIVITY ... 


SERVICE 
CREATIVITY “The Man In The Gray Tweed 


18) 4.453 Suit”, an LMR Consultant, knows 
FACTS how and can help you. 
SELECTIVITY 


RESULTS 
ACCURACY 


Ten years of valuable experience 
in special list compiling and mail- 
ing has qualified the LMR Consul- 
tant as a List Specialist, with the 
ability to locate names that are 


within the range of your customer image. 


A thorough study of your mailing possibilities with “The Man 
In The Gray Tweed Suit” will determine your proper mailing 


list selection. 


Quick, accurate and complete name selection can easily be 
accomplished then by an electronic process . . . from more than 
12 million current names... all maintained on tabulating cards. 


To contact “The Man In The Gray Tweed Suit’, 
ask your list broker to arrange an appointment... 


404 SOUTH FOURTH STREET, SAINT LOUIS 2, MISSOURI, CHestnut 1-6626 


COMPILERS OF NATIONWIDE BIRTHLISTS AND BUSINESS LISTS 














Allied's Colorcraft is definitely “a horse of a different color” 
...for it's a completely new idea in colored paper. 


Colorcraft is color with reason; not just color for color’s sake. Available 


in ten distinctive new tones—the bright Impulse colors and the subdued 


Influence colors—each is based on the research of Faber Birren, noted colorist, 
who designed the Colorcraft line to stimulate physical and mental action ...to create 


favorable moods...and to improve direct mail response. 


Try Colorcraft on your next promotion pieces. Whether it's a letter, card, or 
elaborate brochure, vou'll be amazed at the results, both in effect 


and in better returns 





PAPER CORPORATION 


Kalamazoo, Michigan 


ALLIED 
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THE NEW AND DIFFERENT Dita we 


Ard and 
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INFLUENCE COLORS 


SANDSTONE « SMOKETONE BLUE 
ROSEWOOD «+ ASPEN GREEN « BUCKSKIN 


IMPULSE COLORS 


SULFUR YELLOW « PUMPKIN 
SUMMER GREEN «+ INDIGO « FLAME PINK 


Colorcraft is available through franchised merchants throughout 
the country. See the one nearest you for more details. 





Carpenter Paper Company 
Carpenter Paper Company 
Rourke-Eno Paper Company 
Schlosser Paper Corporation 
Carpenter Paper Company 
Carpenter Paper Company 
Garrett-Buchanan Company 
Central Ohio Paper Company 
Carpenter Paper Company 
Garrett-Buchanan Company 
Butler Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Rourke-Eno Paper Company 
Carpenter Paper Company 
Stanford Paper Company 
Carpenter Paper Company 
T. B. Little Papers 
Whyte-Hooke Papers 
Columbia Paper Company, Ltd. 


Minneapolis 
Missoula, Montana 
New Haven, Conn. 
New York City 
Oklahoma City 
Omaha 
Philadelphia 
Pittsburgh 
Pueblo, Colorado 
Reading, Pa. 

St. Louis 

Salt Lake City 
San Antonio 

San Francisco 
Seattle 

Sioux City 
Springfield, Mass. 
Topeka 
Washington, D.C. 
Yakima, Washington 
Montreal 
Toronto 
Vancouver 


Carpenter Paper Company 
Whitaker Paper Company 
Carpenter Paper Company 
Stanford Paper Company 
Garrett-Buchanan Company 
Carpenter Paper Company 
Carpenter Paper Company 
Forest Paper Company 
Chatfield Paper Corporation 
Central Ohio Paper Company 
Central Ohio Paper Company 
Carpenter Paper Company 
Central Ohio Paper Company 
Carpenter Paper Company 
The Union Paper and Twine Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Rourke-Eno Paper Company 
Carpenter Paper Company 


Albuquerque 
Atlanta 
Austin 
Baltimore 


Billings, Montana 
Chicago 


Cincinnati 
Cleveland 
Columbus 
Dallas 
Dayton 
Denver 
Detroit 
Des Moines 
Duluth 

El Paso 
Fort Worth 
Grand Isiand, Nebr. 
Great Falis, Montana 
Harlingen, Texas 
Hartford, Conn. 
Houston, Texas 


indianapolis 
Kalamazoo 
Kansas City 
Lancaster, Pa. 


Lincoln, Nebraska 


Los Angeles 
Louisville 
Lubbock 
Milwaukee 


Central Ohio Paper Company 


Bermingham and Prosser Company 


Carpenter Paper Company 
Garrett-Buchanan Company 
Carpenter Paper Company 
Carpenter Paper Company 
Chatfield Paper Company 
Carpenter Paper Company 

Standard Paper Company 


ALLIED PAPER CORPORATION 
Kalamazoo, Michigan 


“EPS. 
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the foster mother of the human race. 
From the day of the ancient hindoo to 
this time have the thoughts of men turned 
to this kindly and beneficient creature 
as one of the chief sustaining forces of 


human life.” 
— 


7 A DRYER for your wet proofs has 
been developed by Challenge Machinery 
Co. Grand Haven, Michigan. Using ra- 
diant heat, the dryer can have your 
proofs “smudge proof” dry in a few 


roa 
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minutes, Challenge claims. Dryer is avail- 
able as either a handy table top unit 
or with the convenient stand (pictured). 


rHE RAILROADS are making good 
use of that article about featherbedding 
which appeared in the November 1959 
issue of The Reader’s Digest. A recent 
issue of News Reel, monthly bulletin of 
the Missouri Pacific Lines (1400 Mis- 
souri Pacific Bldg., St. Louis 3, Mo.) 
enclosed a reprint of the Digest article. 
If you haven't read this article . . . you 
should. According to Time, feather- 
bedding has become an emotion packed 
point of dispute between U.S. manage- 
ment and labor in a broad spectrum of 
industries. It is still a thorn in the side 
of some parts of the graphic arts in- 
dustry. The problem will have to be 
licked some day. 

_— 
eed 

WE LIKED THE UNGRAMMATI- 
CAL JINGLE used by Andy Lenz to 
announce the moving of his Lenz Letter 
Service, Inc. from one floor to the Mer- 
chandise Mart, Chicago 54, Ill. to an- 
other floor (1055) in the same building: 
“We used to be where we ain’t no more 
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We've moved where we never was be- 
fore/ You know where we was, but not 
where we is/ So here’s the new address, 
where ‘tis.” The cartoon-illustrated an- 
nouncement sheet also carried a dia- 
gram, showing his customers how to find 
the new non-fancy location on a “back 
alley service corridor.” Good job. 


JJ 


-) AROMAS ARE GETTING to be more 
prevalent in direct mail work. Frank Or- 
landi, Inc., 20 Beekman St., New York 
38, N. Y. has developed many new odor- 
ized printing inks and you can get full 
information by writing to the company. 
According to a recent press release, you 
can now add such smells as fresh cut 
grass, new mown hay, sea breezes, co- 
conut, pineapple, raspberry, strawberry, 
leather, roses and many others to your 
printed pieces. The process is called 
“fragrantizing.” 
— 


eo@@e 


CORPORATIONS MIGHT BE in- 
terested in a volume entitled “The 
Preparation of THE ANNUAL RE- 
PORT A Document of Modern Busi- 
ness.” Over 75,000 reports are reviewed 
and classified, and it covers such areas 
as cover design, executive messages, 
scope of operation, financial narratives, 
charts, graphs, and many other phases 
of Annual Report preparation. The 
volume sells for $15.00 and is available 
from The Annual Report Division of 
Research Bureau Inc., Box 68, Kensing- 
ton Station, Detroit, Michigan 

— 
eed 


LITTLE KNOWN situation prompted 
a telling postcard from AA Glass Inc., 
9 Old Country Rd., Hicksville, N. Y 
Card quoted the New York Motor 
Vehicle Bureau as stating that the new 
glass inspection law was at hand and 
would include windshield, all door glass 
and rear window. Never having heard 
of law, we wrote MVB, and sure enough, 
as of February Ist, 1960, glass will be- 
come a part of already existing inspec- 
tion law. Heads-up timely card from 
AA Glass informed readers of their four 
locations and convenient mobile units. 


JJ2 


PAPERS FOR THE LITHOGRA- 
PHER is the title of attractive bulle- 
tin issued by National Assn. of Photo- 
Lithographers, 317 W. 45th St., New 
York 36, N. Y. It was prepared for the 
association by Ronald I. Drake, technical 
director, Customer Services Division, The 
Champion Paper and Fibre Co., Hamil- 
ton, Ohio. Introduction by well-known 
fom Morgan of The Litho-Krome Co., 
Columbus, Ga. (NAPL vice president), 
who must fave had a hand in preparing 











CUT YOUR 
MAILING 


COosTs! 
WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dles in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


oo DEPT. M 
NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 








“IDEA” LETTERHEADS 


SEND FOR FREE CATALOG 


EA ART 











get the 
professional 
approach 


...to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, 
creators and producers of 


BETTER direct mail, write to: 


the professional 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 











“Ea 


SPECIAL! “EYE OPENER” KIT 


CLIP BOOK ART 
a a $195 


READY TO CLIP AND 
USE. ACTUAL $15 POST 
VALUE, NOW ONLY... PAID 


Money saving introductory offer to 
prove “Clip Book” art can save you time 
und money And give you top quality 
art in the bargain! Used by top adver 
tiers for ad printing, publications 
lirect mail, audio-visual aids, etc. Offset 
letterpress, silk screen, film. Only $1.95 
und no strings attached! 
nclude many 
samples trom Art Director's Clip Kit 
and “Clip Book of Line Art line 


drawings pre screened halftones, letter 


Your paste-up kit will 


ing, two-color art, Grafiklines. Enough 
ready-to-use art for dozens of paste-ups 
Satisfaction guaranteed no obligation 
Merely attach check for $1.95 to your 
letterhead and ask for your Eye 
Opener” kit Only one to a customer 


und new customers only!) 


HARRY VOLK JR. ART STUDIO 
Pleasantville 3, New Jersey 








the gorgeous color reproductions as 
illustrations for the text (with extra 
specimen sheets in inside back cover 
pocket). We understand additional copies 
are available through NAPL or Cham 


pion 


— 
eee 
APIGRAPHPHOBIA is a complicated 
word you can use to amaze your friends 
with your knowledge of advertising lore 
According to Dr. Harvey A. Neville, 
Provost of Lehigh University, Bethlehem, 
Pa. (as reported in Advertiser's Digest 
it's a synthetic Greek word. As claus 
trophobia means fear of closed places, 
so apigraphphobia is the dislike of blank 
spaces not printed on. That's why some 
people in direct mail talk too much. 
They want to fill all the available white 
space with words 
= 
eee 
RETAIL CREDIT VMIANAGERS are 
becoming more and more sales minded 
That was not always so. We notice that 
nearly every issue of Credit Currents 
describes direct mail activities of credit 
departments soliciting new accounts 
regaining lost customers, etc. Credit Cur; 
rents is published monthly by Credit 
Management Division of National Retail 
Merchants Assn., 100 W. 3Ist St.. New 
York 1, N. Y. (formerly National Retail 
Dry Goods Assn.) It is filled with valu- 
able mformation and ts well edited by 
A. Leonidas Trotta 
— 
e@ee 
“BEWARE OF 


(1) The sin of being a braggart. (2) The 


Advertising’s 7 Sins’ 


sin of talking to yourself. (3) The sin of 
preaching. (4) The sin of being noisy 
(S) The sin of being messy. (6) The sin 
of trying to be cute. (7) The sin of being 
leadly dull.” We saw this item in Pet- 
A-Gram, magazine of All-Pets 
Magazine, Inc., P. O. Box 151, Fond du 
Lac, Wis. Edited by Bob Westenberg 
Bob is doing a fine job. Many of his 


house 


items plug the use of direct mail by pet 
shops. Andy Anderson and others at the 
University of Illinois should feel right 
proud of one of their star pupils 
— 
eee 
GOOD STUNT: The New York Tele- 
phone Co. recently published a 24-page, 
yellow page 


S44 x6'4-inch miniature 


directory. Contains an index of the 


more than 14,000 manufacturers and 
wholesalers of apparel listed in classified 
yellow pages of Manhattan's Telephone 
Red Book 


some 31,000 buyers who flock to New 


Miniature was mailed to 


York during the seasons. A few pages 
give more information on where to look 
for local services and facilities. The first 


booklet of its kind ever published, ac 


cording to Public Relations Dept., 140 
West St.. New York 7, N. Y 
_— 
eee 
INDUSTRIAL ADVERTISERS will 
be interested in getting a copy of the 
1959 edition of the eleventh Putnam 
Awards Briefs Book, which documents 
the ten award winners for proven per- 
formance in industrial advertising. Direct 
Mail was an integral part of most of 
these winning campaigns, and booklet 
shows how each was created and carried 
out with solid statistics on results. Copies 
of the Briefs Book are available by writ- 
ing to The Putnam Awards Library, 111 


East Delaware Place, Chicago 11, Illinois 


CALENDARS can be a commonplace 
mailing piece in the month of December 
but we received one from Minneapolis 
Honeywell that’s a lulu. Each month is 
capped by a four-color Bill Eddy car 


toon satirizing business and businessmen 


in the 60's. The calendar is being dis 
tributed by M-H’s Brown 
Division, Wayne and Windrim Aves 
Philadelphia 44, Pa. 80,000 are being 
mailed, but we're told that 


always exceeds supply, and extras may 


Instruments 


demand 


not be available. It might be worth a 
4c gamble though 
laughs in this well prepared piece of 


plenty of horse 


satire 
eee 
SECOND CALENDAR that merits 
mention was sent to us by Raleigh Litho- 
graph Corp., 100 Sixth Avenue, New 
York, N. Y. Using the theme “Prehis- 


toric Pets,” calendar art features all 


forms of extinct creatures in cartoon 
form, ranging from a ceratosaurus to a 
wooly mammoth. The calendar, designed 
by Robert O'Dell, was lithographed in 
three colors on seven different shades of 
Strathmore Chroma Cover Stock. Can 
stand on easel back or be hung on wall 
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LESS THAN 
AN INCH 


. . 
in either Plan your booklets, bulletins and direct mail with the proper envelopes in 


mind and avoid such snarls. It’s easy when you have the U.S.E Envelope 


. ° 

direction Selector Chart, a pocket piece that shows 70 standard U.S.E. Envelopes and 

tan snarl up gives sizes. It's free. Ask your envelope supplier for a copy or write Advet 
tein tising and Sales Promotion Department 

a mailing 


United States Envelope Company 


General Offices © Springfield 2, Massachusetts 


US 


Plan your advertising with U.S.E. Envelopes. There is a style to sult in a size to fit. 





They mailed one thousand to top execu- 
tives, but may still have some left if 


you write 
— 
aed 


INFORMATION about various facets 
of advertising and marketing are readily 
available now from the AFA’s Informa 
House. The Advertising 
Federation of America, 250 W. 57th 
St, N. Y. 19, N. Y., has expanded avail 


House 


tion Clearing 


able services, and the Clearing 


hopes to provide reliable sources of 


data and information through its library 
of marketing and advertising books, bib- 
liographies, periodical indexes and refer 


ence sources. If you have a problem 


about advertising or marketing and can’t 
find the answer, AFA may be able to 
help you. Write for further details to 
AFA 
eee 

YOU MAY NEED GREEN DIA- 
MONDS for your first class mail. Now 
that the Post Office permits third class 
matter to be mailed sealed and unmarked 
if the envelope is more than 5” deep or 
more than 114%” long . it is very 
possible that your first class mail in 
large envelopes may get delayed by be- 
ing mixed in with third class matter. 
Dickie-Raymond of 470 Atlantic Ave., 
Boston 10, Mass. recently mailed a form 


Automatically feeds, cuts, glues and attaches address labels to maga- 


zines, newspapers, tabloids, catalogs and flyers. 


Applies roll strip 


labels, continuous pack form labels, and tape strip labels pre-addressed 
from your plate, stencil or punched card system. Even applies cut or 
individual labels! Easily adjusted for changes in thickness of piece or 


position of label. 


CHESHIRE 


INCORPORATED 


The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. RDM-2 


1644 N. Honore St.* Chicago 22, Ill. 





letter about this situation . emphasiz- 
ing the importance of using the green 
diamond bordered first class envelopes 
created by United States Envelope Co 
of Springfield, Mass. with the assistance 
of Dickie-Raymond. The Post Office has 
okayed this green diamond border which 
clearly identifies first class mail as dis- 
tinct from unmarked third class mail 

just as the familiar red, white and 
blue border indicates airmail. If inter- 
ested, write to either United States En- 
velope or Dickie-Raymond for a copy 
of the circular describing the importance 
of using this border 


e@ee 
A NEW THERMO-FAX copying ma- 
chine for desk-top use has been devel 
oped by the Mining and 
Manufacturing Co., 900 Bush Avenue, 
St. Paul 6, Minn. Designed for use in 
office locations, the Courier 


Minnesota 


multiple 


weighs only 25 Ibs. and is operated by 
a single control. No training is needed 
machine, nor are any 


Copies 


to operate the 


chemicals or liquids involved 
can be made in eight seconds or less 
Further information on the Courier is 


avaliable by writing 3M at Dept. S9-515 

_ 

eed 
THE SECOND EDITION of =the 
Printing and Promotion Handbook 
has been published by McGraw-Hill, 
330 W. 42nd Street, New York 36, N. Y 
Written by Daniel Melcher of R. R 
Bowker Co. and Nancy Larrick of Ran- 
dom House, book describes how to plan, 
produce and use printing, advertising 
and direct mail. It covers hundreds of 
day-to-day questions and answers re- 
quired for successful printed promotion 
and allied fields. Sells for $7.50 and ts 


available on a 10 day free trial offer 
— 
eee 
LATEST ENTRANT into full-scale 
direct mail programming is large adver- 
tising agency MacManus, John & Adams 
of Bloomfield Hills, Michigan. They 
join McCann-Erickson, J. Walter Thomp- 
son and other top agencies in creating a 
new division that will exclusively handle 
These 
separate dm departments have worked 


direct mail promotions for clients 


well for others who've tried 
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well for others who've tried it, should 
prove successful for M. J. & A too. 
Speaking of MacManus, John & Adams, 
its president Ernest Jones will be guest 
luncheon speaker at MASA’s Direct Mail 
Day in New York on April 20 at the 
Hotel Commodore. Tentative plans also 
include three panel discussions presided 
over by Otto Meyer (President, Hundred 
Million Club), Joel Harnett (President, 
SPEA of N. Y.) and Martin Brusse (Ch., 
Direct Mail Comm. of AIA) 


eed 
A CARDBOARD SNUFF BOX came 
to us from Union-Bag Camp Paper 
Corp., Woolworth Bldg., New York. 
When top is lifted, accordion folded 
message pops out. Copy explained that 
in the 18th Century, snuff was not as 
important for social correctness as the 
proper usage of it. linportant to modern 
business man is the proper usage of his 
cartons. A clever colorful mailing piece 
that demands attention 
— 
e@ee 
HOTEL LETTERS THAT SELL is 
the name of a new 340-page guide for 
hotel men. Published by Hotel Sales 
Management Assn., 1325 Boardwalk, 
Atlantic City, N. J. Price is $5.60 per 
copy. We haven't read it yet but since 
it was edited by expert Leonard Hicks, 
Jr it should be good. Contains 80 
categories of actual proven sales letters 
and promotional pieces being used by 
leading hotels and motels throughout the 
country, from the smallest independents 
to the largest chain operations 
—_ 


e@eede 
A BUSINESS-EDUCATION DAY 
will be held some time in March in 
Plainfield, N. J. Schools will be closed 
and the 700 teachers will be assigned to 
spend the entire day in various partici- 
pating businesses. They will see not only 
the physical details, but they will learn 
what it takes in the way of financing, 
advertising, sales, overhead, personnel 
training, etc. Sounds like a wonderful 
idea which should be copied nationally. 

— 

eee 
rOO BAD THE PRE-CHRISTMAS 
season had to be spoiled for some of 
the public by the mailing of unordered 
boxes of Christmas card assortments 
It is not against the law, but it should 
be. In some ways, we feel sorry for 
the senders (as well as the recipients). 
We've checked on several cases where 
the sender is badly handicapped and 
professes that he is using this method of 
selling to keep body and soul alive. An 
outright sympathy appeal. But an exam- 
ination of the boxes, contents, mailing 
carton and promotional literature shows 
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What this Reply-O-Letter 
doesn’t say 
makes your prospects reply 


Because, it tells just enough 

of your sales story to make a prospect 

want to hear more. 

This is the philosophy of making your direct mail sell 
the interview — your salesmen take it from there. ; 
And it’s highly successful. 30 to 50% more interviews. 

Reply-O-Letter inquiries are the highest quality 
you can get. In fact you can heavily “qualify” your 
prospects—and still the leads roll in. 

Find out how Reply-O-Letter with the Built-In reply 
card works to put new vigor into your sales program — 
how we keep your salesmen sold on the value of 
Reply-O-Letter leads — how our skilled writers and 
artists help put across your sales message. We've been 
doing it successfully for 25 years. 

Get further details about the sales forces 
we serve. Write for a copy of our oi 
booklet “It Was Answers He Wanted.” ; 

On your letterhead, please. > E> 


REPIv-O-LETTER 


7 Central Park West, New York 23, N.Y. 


Sales Offices: 
New York * Boston « Chicago * Detroit « Cleveland « Toronto 





that it's all professionally prepared 

not the work of a seriously handicapped 
person. Therefore, some greedy manu- 
facturers must be using the handicapped 
as a gimmick to make some fast bucks 
It's a messy business and a further 


debasement of the Christmas spirit 
— 


WESI VIRGINIA Pulp and Paper 
Co. has published a fine booklet titled 
Westvaco Inspirations 212.” This hand 
some 9” x 12” sixteen-page booklet was 
printed on four different grades of paper, 
and is a history of the paper industry 
First paper was invented by a Chinese 
named Ts’ai Lun and was made of bark 
discarded cloth, hemp, fish nets and rags 
From here, paper is traced through the 
centuries to the Gutenberg press and up 
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to 1959. Classic type faces and beautiful 
illustrate the ma 


four-color paintings 


terial 
reading. You 


worth might ask for 


copy by writing West Virginia Pulp and 
Paper at 230 Park Avenue, New York 


in oo = 


e@ee 
INTERESTING STATISTIC for the 


data-minded is the fact that of 


$145,000,000 spent by banks for adver- 


tising during 1959, about 25% 
cated to direct mail campaigns 
facts were given to mailers at St 
Direct Mail Day Dinner by (¢ 
Hemminger, VP and Public 
Director of the First National Bank 
St. Louis. Event was sponsored by 


St. Louis 


New 


“OPERATOR-LESS" 


chapter of the 


So automatic and accurate you can start it and walk away! 


Freedom from machine tending is only 
the beginning! The new Gathermatic by 
Thomas Collators brings to collating 
the speed and accuracy of larger, more 
expensive equipment at a cost un 
believably low. Write today for com- 
plete information on the many ways you 
can speed up your collating operation 
and substantially reduce your costs. 


e Offers more features at a lower price 
than any other collator of its kind 


e Automatic miss and double sheet 
detectors stop machine instantly, 


prevent errors 


Thomas 
World’s Le 


W3, 100 Church 


ading Man 


e Stations can be skipped at the flick 
of a lever without hindering the full 
production rate 


e Loads in a minute each station 
takes approximately 2 ream of 3”x5” 
to 11°x14” sheets in various weights 
and finishes 


e Gives over-all speed, ease and accu- 
racy features formerly available only 
in large-scale collators 


e Automatically collates, counts, criss- 
crosses or staples 6,000 sheets per 
hour 


Ine. 
ufacturer of ating Equipment 


Street, New York 7, New York 


Collators 


4 really fine presentation and well 


was allo- 
These 
Louis’ 
Arthur 
Relations 


MASA, and 


that day (November 18th) was officially 
proclaimed Direct Mail Day by 
Raymond R. Tucker. In addition to the 
dinner, the local chapter sponsored an 
all-day open displaying leading 


1959 direct mail campaigns 
— 
eee 


HERE’S A MAILING PIECE that 


inquiries, but it 


Mayor 


house 


may not draw many 
could well be a valuable friend to the 
harried executive. Curt Lowey designed 
this dummy package for boss Ken Saco 
(Ken Saco Associates, 185 Madison Ave., 
New York 16) before moving to his new 
job at Vogue Magazine. It’s called the 
Voodoo Kit for Young Executives, and 
wooden doll and 


features a primitive 


assorted types of tacks and nails, all 


of which promote a specified ailment 


When 


friends, 


Instructions read annoyed by 


business associates former 


friends, so-called friends, clients, sup 


pliers or insurance men, write name in 
space provided on doll; then pick appro 
priate nail and drive into doll. Placing 
of nail and force of drive depends on 
your imagination and extent of anger 
2 hours.” Mr. Saco 


feels the doll will be put to immediate 


Leave nails intact for 


use during the busy winter months, it 


may be loaned out to friends during 


July and August. If you're a friend, you 
might want to borrow it. If you're not 
a friend, well having any headaches 
lately? 
eee 

NEWEST ENTRANT into the book 
club field is Kiplinger Washington Edi 
(1729 H. Street, N. W Wash 


publishers of the Kip 


tors Inc 
ington 6, D. C.), 
linger Washington Letter and Changing 
Books 


generally be non 


Times, the Kiplinger magazine 


to be offered will 
fiction will cover politics, economics 
world affairs, business and contemporary 
Occasionally fiction 


social comment 
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and biography will be offered. Member- 
ship will first be extended to present 
Kiplinger subscribers, and then outside 
lists will be employed 

—- 


eee 
AN EXCELLENT BOOKLET called 
ype and its Relation to Paper” has 
just been published by Kimberly-Clark 
Corporation, Neenah, Wisconsin. This 
slick paper educational booklet (another 
in a continuing series) discusses type 
selection, type arrangement and proper 
printing surfaces. Shows how to make 
advertiser's message easier to read 
through proper type and paper selection 
A well handled piece of work available 
free by writing to Kimberly-Clark 
— 


eee 
SOMEBODY at Advertising Assoc 
iates of Philadelphia, Inc., 524 E. Roose 
velt Bivd.., Philadelphia 20, Pa should 
explain to us the purpose of a first class 
envelope we received from them. Inside 
was a news release sheet with absolutely 
nothing printed on it except the letter 
heading. Perhaps this is a new technique 
for arousing curiosity to a point where 
further information is a necessity 
— 
eee 
MODERN TALKING PICTURE Ser 
vice, Inc., 3 E. 54th St., New York 22, 
N. Y. has been mailing a catalog which is 
a combined cooperative promotion of 24 
pationally-known concerns. The 16-page 
Oklet lists, illustrates and describes the 
32 sound motion picture films available 
free-of-charge to schools, civic clubs and 
all sorts of business groups. These are 
technical and _ highly-specialized films 
made by and about different industries 
You can get full information about the 
service by writing to the New York 
headquarters. Film libraries are main- 
tained in five other cities 
_ 
eee 
SPEAKING OF COOPERATIVE AD- 
VERTISING, we enjoyed seeing and 
studying the latest promotion piece of the 
Green Giant Company of LeSueur, Minn. 
The Green Giant advertising kits mailed 
to grocers all over the nation have always 
been outstanding with gadgets and 
all sorts of showmanship. But the latest 
portfolio seems to top them all. Attached 
to the cover is a heart-shaped, push 
button measuring tape to tie in with 
the caption, and cover cartoon Reel 
Catch.” The transmittal letter inside 
from Lyle Polsfuss, director of adver 
tising, claims that no tape could begin 
to measure the “biggest advertising cam 
paign” which will deliver hundreds of 
millions of impressions during the first 
onths of 1960. The campaign is a 


ooperative promotion of Green Guant 
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bisaletter ECTFULLY SUBMIT: 


ITS COMPLETE PRICE SCHEDULE 


ba + rf a" a 8 
4 D , ? 7 VA PA 


QUANTITY > 


w PACKAGE 


1 STANDARD PACKAGE 


8% x 11 letter printed 

one color black, 1 side, 

die-cut and patch. 

5% x 3% Business Reply 

Card, printed black 2 24.50 22.00 19.50 
sides. 

#9% outside envelope, 

4% x 8% with glassine 

window, printed black cor- 

ner card and indicia. 








2 MINIATURE 


6 x 9 letter, reply card, 
#7 outside enveldpe 6% 
x 44%—all printed as in 
#1 


3 ANSA-GRAM 


8% x 7% letter, reply 
card, #9% outside en- 
velope, all printed as in 
#1. All yellow stock. 


4 SELF-MAILER 


Letter, open size ll x 
8%, folded to 4% x 5%, 
reply card—each printed 
black both sides. 


lf you prefer Business 
Reply Envelope in place 
of Reply Card above, 
add... 


Each extra color on letter, 
per side, add... 


Signature only in differ- 
ent color, add. . 


Each extra color on reply 
form, per side, add... 














FREE! 
PLUS! 
This sample 


Ansa-letter Folio ke uy extra fine quality 


is yours Free, 


without obligation. el elnsaleler 
Please write P| delivery + extra services 
for it on your pyclene AND PLUS! 


letterhead to 
Mel Berlin S/P/M 








printing + extra fast 


special low prices for total 
CT a a 


cusaletter exceeding 250,000 


DIVISION OF LATHAM PROCESS CORP. 
200 HUDSON STREET 500,000 - 1,000,000 


NEW YORK 13, N. Y. «© WOrth 6-4500 


le 








just released 
A NEW GUIDE FOR 
DIRECT MAIL USERS 








te get 

your FREE 
copy of 

this 

BUYER'S 
GUIDE TO 
FULL COLOR 
ADVERTISING 


— attach this ad to your letterhead. 
Learn how the added sales impact of 
full color is within reach of any 
budget. 

—This information a MUST for every 
creator and buyer of direct mail, ad- 


vertising, or sales promotional ma- 


terials. 


Carteictheston 3-D 


*® post cards 
® circulars 

e direct mail 
e dealer aids 


CURT TEICH & CO., Inc. 


ee ed CHICAGO 








WANTED 


Direct Mail Organization to sell 
The Gold Report, either by itself 
or in connection with sales of 
books, merchandise, subscrip- 
tions, or investment services. 


The Gold Report (subtitle: How 
to Buy a Dollar’s Worth of Gold 
for 45c) is a 40 page booklet on 
How, Why, and Where to buy 
gold. It is so good that for every 
100 original orders there are 100 
automatic reorders! 


Ad copy for The Gold Report can 
be startling and true. Examples: 
You Can Buy GOLD at 55% dis- 
count GOLD price mark-up 
coming soon—Make Tremendous 
Profits—Protect Yourself, Gold 
is the safest Inflation Hedge 

Defeat The Political Spenders 

Money Bubble About To Burst. 


The regular price of The Gold 
Report is $3, but if you mention 
The Reporter you may have cop- 
ies for only $1 because this ad is 
placed to get agents. Your or- 
ders are welcome too, with re- 
fund privileges. (No free cop- 
ies). 


Write: The Gold Report, 
Box 88066, 
Houston 4, Texas. 








Canned Corn and Aunt Jemima Pancake 
Mix. The ads carry recipe for delicious 
combined corn and pancakes. Green 
Giant refunds price of a can of corn 
when label from can and boxtop from 
Aunt Jemima are mailed to the company 
Incidentally, the recipe is wonderful. We 


tried it 
— 


e@ee 

[) LIBRASCOPE TECHNICAL RE- 
VIEW is the name of a new house maga- 
zine. It will be published quarterly by 
Librascope, Inc., 808 Western Ave., Glen- 
dale, Calif. (a subsidiary of General Pre- 
cision Equipment Corp.). Kenneth J. Slee 
is editor and director of public relations 
and advertising. Volume 1, Number 1 is 
a beautiful 24-page, 84% x 11-inch slick 
paper job. Should be appreciated by sci- 
entists and technical researchers. 


eee 

A HOUSE MAGAZINE which should 
get applause for excellence of production is 
the Alcoa Aluminum News-Letter 
published by Aluminum Company of 
America, Pittsburgh 19, Pa. It is edited 
by Arthur W. Lindsley. It’s a 12-page, 
82 x 11-inch, slick paper job. Full-color 
illustrations are superb. Naturally, an- 
other color has been added for some 
backgrounds and decorative spots 
aluminum! Each issue carries items on 
the applications of aluminum to the 
problems of industry and the service of 
the public 


eee 
ANOTHER HOUSE MAGAZINE 
made its bow in December 1959. The 
Management Counselor will be published 
every two months by Industrial Sanitation 
Counselors, 2934 Cleveland Blvd., Louis- 
ville 6, Ky. Mohe H. Solworth, president, 
teils us that The Management Coun- 
selor will serve to keep people in the 
cleaning business abreast of the latest 
developments and improvements of the 
Work Standards System of Cost Control 
and to stimulate their interest in high 
productivity in the cleaning program. If 
you are interested in that field, ask to 
have your name put on the list 
— 
eed 
THE POSTMARK official house mag- 
azine of the Canadian Post Office Dept., 
carried an interesting one-page article in 
the December 1959 issue. Described 
the retirement of veteran Toronto public 
relations head, Victor R. Perry. Told 
about his achievements and the farewell 
party given him. Vic is one of the six 
Honorary Life Members of the Direct 
Mail Advertising Assn. We've learned 
that he will not be out of direct mail or 
postal affairs entirely. He has been re- 
tained as an active consultant of Herbert 
A. Watts Limited, 135 Liberty St., 


Toronto 3, Ontario, Canada. And chances 
are good that we will see him at the 
Miami direct mail convention next 


October. 
Jd 


[ HOMER BUCKLEY, Founder of Di- 
rect Mail Advertising Assn., its first and 
tenth president and undisputed Dean of 
Direct Mail for many long years, will 
celebrate his 81st birthday on March 16, 
1960. We think it would be fine if a lot 
of you old-timers sent him a wire or a let- 
ter to reach him on that day at his home, 
5555 Sheridan Rd., Apartment 403, Chi- 
cago 40, Ill. Although retired, Homer still 
goes to his office often and tells the newer 
generation what to do and how to do it. 
Make a note of date now and don’t forget 
to send your greetings to a fine gentleman. 


JT) 

ANOTHER TUT! TUT!: We hate to 
see one medium of advertising take a crack 
at another. Most recent raised-eyebrow 
case comes from SCHOLASTIC TEACHER, 
33 W. 42nd St., New York 36, N. Y. In 
a booklet describing the superior advan- 
tages of reaching teachers through the 
pages of SCHOLASTIC TEACHER, this in- 
troductory statement is made: “But in 
most systems, school regulations have 
shut the classroom doors to your sales- 
men. And burdened by today’s heavy 
educational responsibilities, the teacher 
has little time for your direct mail 
if, in fact, it ever escapes the central 
office wastebasket. But there is one sales- 
man avidly welcomed each week—SCHO- 
LASTIC TEACHER.” We don’t believe the 
writer of that promotion piece actually 
believed the statc-nents made. 


e@eed 

BANKS ARE BEING OFFERED a 
new sound slide film for sales training by 
the Financial Public Relations Assn., 231 
S. LaSalle St., Chicago 4, Ill. The new 
film is called “Creative Persuasion” and 
shows how preparation and imagination 
must combine to make a successful sales 
call. It sells for $60 per copy, but may 
be rented at the rate of $10 for the first 
showing and $7.50 for each subsequent 
showing during the same rental period 
[wo other similar films are available 
from association for financial sales train- 


ing 
— 


eee 

STIMULATED perhaps by the news 
that the Post Office is experimenting with 
facsimile transmission of letters, Western 
Union has rushed through a circular 
which describes its Wirefax Service that 
went into effect during December 1959 
at offices in New York, Washington, 
Chicago, Los Angeles and San Francisco. 
You better pick up a copy of the circular 
so you will know what’s going on. @ 
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What you should know about SPRINGHILL, VELLUM-BRISTOL 


—a leading member of International Paper’s first family of fine papers. 


PRINGHILL VELLUM-BRISTOL now comes 
S in a cleaner, whiter white than ever 
before. Plus 6 new pastel shades! Ivory, 
blue, pink, gray, canary and green. 

On the other side of this insert, a black 
and white photograph was rendered into 6 
separate pieces of line art. Notice the clean, 
graphic impressions. The soft suggestion of 
photographic tone and texture. This sam- 
ple is dramatic evidence that Springhill 





Vellum-Bristol gives excellent letterpress 
line art reproduction. 

Springhill Vellum-Bristol is a 100% 
bleached sulphate sheet. Look at it. Its 
glare-free qualities are self-evident. Now 
take it in your hands and feel it. This sheet 
is strong. With a high bulk vs. weight ratio. 
And the low cost will surprise you! 

Springhill Vellum-Bristol is versatile. 
Gives outstanding results when used for 


offset, letterpress and silk-screen printing. 
It is made to order for menus, covers, die- 
cut cards, swatch cards for fabrics, cata- 
log inserts, direct-mail pieces—any quality 
printing job that must combine low cost 
with superior performance. 

Ask your paper merchant for samples of 
Springhill Vellum-Bristol and information 
about the other printing grades in Inter- 
national Paper's first family of fine papers. 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 





S. Arthur Dembner 
Chairman of the Board 


Robert F. DeLay 


President 


ee ee ee ee 


Direct Mail Advertising Association 
3 East 57th Street, New York 22, N. Y. 


MUrray Hill 8-7388 





Exciting Line-up Scheduled For 
Circulation Workshop, Plaza Hotel, February 18th 


The leaders of the publishing busi- 
ness are gathering at the Plaza Hotel 
on February 18th for the 8th Annual 
Circulation Workshop. 

Publisher, Ed Miller, McCall's mag- 
azine, sounds the keynote as first 
speaker of the morning. James Par- 
Heritage Publisher. 
featured Luncheon 


ton. {merican 
will he the 
Speaker. 


James PARTON 


Other top flight circulation speak- 
ers include: Rhett Austell, Time Mag- 
azine: Lu Burnett. Saturday Evening 


Post: Lee Williams. Hearst Maga- 


zines; Bob Enlow, Today's Health; 
and Martin Gitow, Parents’ Magazine 
who will discuss “How We Get Re- 
newals.” 

New ideas on how to get new sub- 
scriptions by using other media along 
with Direct Mail will be exposed by 
Guy Yolton, Nation's Business: Dick 
Lover. Business Week and Cal Estes 
of Condé Nast. 

The subject of mailing lists and 
ways of making more money with 
your valuable names will be discussed 
by Ellsworth Howell. Grolier Enter- 
prises, Inc.; and Tom Tucker of Ceco 
Publishing Company. 

In the afternoon, Betty Mathenson 
will review several of pDMAA’s 759 
Direct Mail Leaders Campaigns. She 
will have a color slide presentation 
and point out ideas attendees might 
adapt. 

An afternoon highlight will be 
rHE POSTAL AFFAIRS PANEL moderated 
by Ted Bihler, JOURNAL OF COM- 
MERCE and pMAA Legislative Chair- 
man. Prominent panel members are: 
Harry Maginnis, atcmu; Bill Hender- 
son, PARCEL POST ASSOCIATION: Frank 
Cawley. MAGAZINE PUBLISHERS ASSO 
CIATION and John G. Jones, DMAA 
Washington Representative. 

The afternoon session also offers 
opportunities for individual appoint- 


Double Envelope Company Sponsors Mail 
Order Workshop, Roanoke, Virginia 


An unusual mail order workshop 
for photo finishers will be sponsored 
by Double Envelope Company at the 
Hotel Roanoke February 22-23. 

Program speakers will include: 
Robert Stone, National Research Bur- 
eau; Andi Emerson, Eugene Stevens 
Inc.: Tony Kuban, The Swiss Colony; 
Vic Lomax. George Bryant & Co.; 
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T. V. Bihler, The Journal of Com- 
merce; “Pete” Hoke, The Reporter of 
Direct Mail and Bob DeLay, DMAA. 

Irv Wermont. humorist, author and 
educator will be the banquet speaker 
on Monday evening. 

Nearly 200 photo finishers are ex- 
pected to attend, reports Fred Van 
Lear. Double Envelope sales manager. 


ments with the teams of experts set 
up to answer questions about copy 
art and production: 
AMERICAN HERITAGE 

Frank Johnson, Irwin Glusker 
LIFE 

Jim Alberse, Bob Yahn, Bill Murphy 
MCGRAW HILL 

Dick Lover, C. J. O’Connor, 

J. Raymond Ladue 
NEWSWEEK 

S. Arthur Dembner, 

Eugene Milbauer, Albert Spesotti 
CONSULTANTS 

Walter Wentz. Sam Myerson 

It's a great program! Send your 
reservations in now to DMAA Head- 
$20 for the day or $10 


quarters... 
luncheon and 


each for morning, 
afternoon. 


New Co-chairman 
DMAA’s Education 
Committee 

Claude M. Bolser of The Baruch 
School, The City College of New York 
has accepted appointment as Co- 
Chairman of the Education Commit- 
tee. He serves that Post with Austen 
kttinger of Redbook Magazine. 

The Committee has started the New 
Year with an early plans meeting and 
as a new project will offer to schools, 
colleges and universities 1956/1958 
Award Winning from 


DMAA Library. 
Have You Heard? 


Budgets for industrial advertising 
higher for 


Campaigns 


have been running 1LO% 
1960 than they were last year, reports 
the Association of Industrial Adver- 
tisers. Seven out of ten industrial ad- 
vertisers, have increased 
budgets, the association said. Only 


reported 


one in twenty reported operating on 
a reduced Some _ shifting 
around in the budgeting was reported. 
Business publications appeared to be 
favored in the shifts, with DIRECT 
MAIL next in line. 


budget. 





West Coast Convention 
Program Announced 

West Coast Program Chairman 
Cliff Mayne and DMAA headquarters 
have announced a stimulating “work 
session” for the two-day San Fran- 
cisco meeting, May 4-5 at the Fair- 
mont Hotel. 

The variety of subjects cover all 
facets of Direct Mail categories and 
techniques from mail order to fund 
raising: from industrial to financial. 

Keynoter for the opening breakfast 
session will be DMAA President Bob 
DeLay. 

Wednesday's morning session will 
establish a platform for the entire 
meeting with a kickoff by John Yeck, 
Yeck and Yeck, Dayton on the “Role 
of Direct Mail in 
Sales.’ His companions on this session 
Hardy, Life Magazine 
Eckman. Dickie-Ray- 


Advertising and 


include Jerry 
and Richard 
mond 

Opening day luncheon will be a 
combined session with the San Fran- 
cisco Advertising Club and will fea- 
ture a talk on creativity by Dick 
Powers, Talon, Inc.. winner of the 
1959 Gold Mail Box Award. 

Spencer Nilson, The Diner’s Club. 
will describe his organization’s fabu- 
lous direct mail success to highlight 
the afternoon session. Retail. Finan 
cial and Fund Raising case studies 
will occupy the remainder of the first 
day's work s¢ hedule 

Entertainment will be featured at 
the 5-9 p.m. Cocktail Party concluding 
the opening day. 

Four “experts” in their fields will 
present panel sessions on Thursday 
morning. They include: Industrial. 
Henry “Pete” Hoke Jr.: Mail Order. 
Bernie Mazel, Pres. B. L. Mazel & Co.: 
Testing, S. Arthur “Red” Dembner. 
Newsweek: and Lists, Bernie Fixler. 
Creative Mailing Service. 

Dr. Ernest Dichter, Institute for 
Motivational Research, will speak at 
the noon luncheon. 

Highlight of the afternoon program 
will be a two hour color slide presen- 
“The Wonderful World of 
Direct Mail.” This program innova- 
tion will be authorized by McCann 
Erickson’s Ferd Zieglet and 
Inc.’s Bob Fisler. 


Windup of the meeting will be a 
major 


tation 


Time 


address by one of the top 
names in West Coast Advertising. 
Steering Committee Chairman Jack 
Shnider and Promotion Chairman 
Dick Smith have scheduled first pro- 
motion on this big 11l-state event for 
February. Hotel Reservations may be 
made direct with the Fairmont Hotel. 


Admen Back to School; DMAA Sponsors 
New York University Ad Course 


February 3rd will bring the first 
class of a refresher course on Direct 
Mail Advertising. planned by N.Y.U., 
DMAA and Fred Messner. Vice Presi- 
dent of G. M. Basford. There will be 
seven basic sessions led by top talent 
in Direct Mail Advertising circles. 
With these general classes are three 
special courses: 

INDUSTRIAL DIRECT MAIL, 
which covers the most recent indus- 
trial uses of this media . . . copy. for- 
mats, and lists. 

FUND RAISING, \ed by the na- 
tional expert. Margaret M. Fellows, 
Director of Development and Fund 
International Rescue Com- 


Raising. ' 
Tested 


mittee. and co-author of 


Calendar of Events 


FEBRUARY 

18 New York—Hotel Plaza, 8th An- 
nual Circulation Workshop 

8 Plainfield. New Jersey Park 
Hotel, Service. Inc.. DM 
Seminat 

19 Trenton. New Jersey 
Trent Hotel, Direct Mail Day 
15-26 Dallas Olmstead Kirk Co., 
1033 Young Street. DMAA Traveling 
Exhibit—’59 Direct Mail Leaders 
22-23 Roanoke, Virginia Hotel 
Roanoke. Mail Order Photofinishers 
Workshop Double Envelope Com- 
pany 

23-26 Denver Bradford-Robinson. 
824 Stout Street. DMAA Traveling 
Exhibit—°59 Direct Mail Leaders 
MARCH: 


Fairmail 


Stacy- 


7 Minneapolis—Direct Mail Day 
15 New York—Hotel Plaza, 6th An- 
nual Fund Raisers’ Workshop 

25. Detroit Statler Hilton Hotel, 
Direct Mail Day 


Methods of Raising Money lor 
Churches. Colleges. and Health & Wel- 
fare Agencies. Miss Fellows will dig 
into basics of Fund Raising letters. 
enclosures, developing corporation 
support, etc. 


WAIL ORDER. \ed by Andi Emer- 


Executive Vice 


son ( pictured above}. 
President, Eugene Stevens. Inc. This 
special course will go into the study 


of products, copy. media selection 
Direct Mail. Re« ord Keeping. ( atalog 
Mail Order and making more money. 

Late registrations will be accepted 
by Gertrude Stoddard. Administra- 
tive Assistant Division General Edu- 
cation. New York University. One 
Washington Square North, New York. 


29. Urbana. Illinois Direct Mail 

Day 

30 =Tulsa 

Dinner 

APRIL: 

] Fort Worth’ Dallas 

Day 

20 Chicago, New York. Phila.—Di- 

rect Mail Days 

21 + Pittsbureh—Penn Sheraton Ho- 

tel. 3rd Annual Industrial Workshop 

MAY: 

5) = San Francisco—Fairmont Hotel. 

DMAA West Coast Convention 

23 Kansas City. Mo.—Direct Mail 

Day 

JUNE: 

5-9 Urbana, Illinois—University of 

Illinois. Direct Mail Institute ( Fur- 

ther Details, Write DMAA) 

AUGUST: 

1 1960 Direct Mail Leaders Contest 

Deadline 

OCTOBER: 

9.13. Miami (Bal Harbour) Florida 
Americana Hotel. 43rd Annual 

DMAA Convention 


Okla. City. Direct Mail 


Direct Mail 
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Mational_Drills go to town... 
ALL DRESSED UP IN sorc’s Male finish I 


“We've used PLATE FINISH 
with excellent success” 


Sorg's Plate Finish has been used 


. — with excellent success for the past 


a six years in producing the more 
than 1,000,000 drill envelopes 
needed annually here at National 
The exceptional folding qualities 

: and uniform strength of the stock 


have made it ideal for the packaging of sharply pointed 
twist drills—which, by the way, involve considerable weight 
in the larger sizes. Moreover, our drill package must not only 
have strength but must also have a bright whiteness to em 
phasize the white reverses used in the two-color printing of 
the package. We sincerely feel that the many favorable 
comments received on our drill envelopes— both for attractive 
ness and long life—are due in large measure to the consistent 
high quality of Sorg’s Plate Finish 


R. Elliot Jose 
National Twist Drill & Tool Co 
Rochester, Michigan 


Here’s why PLATE FINISH is so versatile! 


Only Sorg’s Plate Finish—with its assurance of superior results in both 
pressroom and bindery—could have performed so well in the two-color 
printing, spot varnishing, die-cutting, scoring, folding, glueing and grom- 
metting required in producing the National drill envelopes shown above. 
But as paper buyers everywhere have found—this is just a typical perform- 
ance for Plate Finish . . . a tough, cylinder-made stock that meets the 
specifications for hundreds of different printing jobs. Possessing a gleam- 
ing-smooth surface and carried in stock in tag, bristol, and cover sizes in 
12 colors and white—Plate Finish is used over and over for jobs ranging 
from clothing price tags to four-color process printed catalog covers. 
Your Sorg distributor will be happy to Ask your Sorg distributor for sample sheets of Plate Finish for your own 
furnish you with copies of the Plate Finish : ° - . : . 
press-testing. You'll be especially impressed with the new brighter, truer 


Sample Portfolio and the Plate Finish . . ‘ é 
Swatch Book. Call him today. white and the new red now available in Plate Finish. 


PANY + Middletown, Ohio —— 





© Manufacturer's and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX » CREAM SOREX « LEATHER EMBOSSED COVER + PLATE FINISH « EQUATOR INDEX BRISTOL + REGISTER BOND 


MIDDLETOWN POST CARD + 410 TRANSLUCENT +» EQUATOR LEDGER + SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX + PARCHTEX 
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WEEKEND 
IR 
WEST VIRGINIA 


The C.&O. Railroad sponsors 
festive House Parties for stockholders. 


by Peter S. Fischer Field Editor 


REPORTER’S NOTE: 


When a large railroad hosts a number of their stockholders at a resort 
weekend, that’s good news for all concerned. The stockholders get a 
fun-filled, albeit short, vacation, and the railroad creates a lot of good 
will with their “owners.” But when the railroad can turn this public 


relations program into a money-maker, if concerns every company that 
claims stockholders. Maybe they don’t give Oscars for public relations 


programs, but one thing is for sure. They'll be saving money on red ink 


AST September, 90,000 C. & O 
Railroad shareowners happily 
opened their quarterly dividend en 
velopes, and were surprised to find a 
bonus included with their check. Ob 
ject of their surprise was a letter from 
railroad president Walter Tuohy in 
viting the stockholder to a weekend 
of fun at famed resort, The Greenbrier 
in White Sulphur Springs. West Va. 
The invitation was not played up. 
It was included as a postscript to Mr. 
luohy’s message concerning the finan- 
cial status of the C. & O. The P. S. 


announced the House Party at the 
Greenbrier over the weekend of De- 
cember 5th and 6th, and invited inter- 
ested shareowners to fill out and mail 
the enclosed post ard to receive further 
information. Mr. Tuohy stated that 
the House Party would be for stock- 
holders only, and emphasized that 
there would be a charge for the party. 
However. the price would be a spec ial 
offer and would offer substantial sav- 
ings to those participating. 

Over 15,000 of the railroad’s 90,000 
stockholders ac knowledged Mr. 


we 


REPVATER VP VIRED! MAT AT eM forew 


Tuohy’s invitation, replies coming 
from as far away as Pago Pago in the 
South Seas. 

To these 15,000 shareowners went 
This package 


brochure 


mailing. 
consisted of a four-color 
describing Greenbrier, a reservation 


the second 


form, a business reply envelope, and a 
folder describing the various package 
plans available for the House Party 
including rates and train schedules. 

The savings promised proved to be 
substantial. Rates for the weekend holi 
day were roughly half what it would 
cost without the package plan. (This 
was possible, due in part, to fact that 
Greenbrier is owned by White Sulphur 
Springs Company, a wholly owned 
subsidiary of the C. & O.) 

From New York City, for instance. 
the charge was $72.43 per person. This 
included the roundtrip train fare, room 
and bath at the hotel on Saturday 
night, all meals, all gratuities to train 
and hotel personnel and membership 
in Greenbrier’s Old White Club. ( Bars 
are prohibited in West Virginia, but 
membership in the Old White Club 
enabled shareowner to drink socially 
in public. He must, by law, supply 
his own liquor, and it is then served 
to him and his guests by hotel per 
Although cost to the stock 
considerable say 


sonnel. } 
holder represented 
ings. no secret was made that C&O's 
rate charge had been set up to pro 
duce a small profit to the company. 

The original dividend invitation 
and the follow-up to inquiries were 
the only mailings planned. However. 
because of the enthusiastic support of 
the shareholders, a third mailing was 
required, C. & O. had originally esti- 
mated some 400 to 500 guests, but 
when the reservations reached 450 and 
continued to pour in, the railroad 
president realized that an additional 
weekend would have to be planned to 
xccommodate the overflow. 

When the reservations finally stopped 
arriving, 1,000 stockholders had signed 
up. The first 500 attended the House 
Party at the Greenbrier on December 
Sth and 6th. The remaining repliers 
were mailed a third letter, this time 
from H. T. Askew, General Passenger 
Traffic Manager. Letter advised the 
recipient that original weekend had 
been fully subscribed to but that the 
weekend of Dex ember 12-13 had been 
set aside to accommodate additional 
stockholders who attend. 
Again, a booking form and a postage 
free envelope were included. 


wished to 


Guests came to Greenbrier from all 
parts of the country, with special trains 
running from the New York area 
through Washington and other points, 
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and from the Chicago-Cleveland area. 
More distant traveler was Mr. Alden 
E. Visell from Lakebay, Washington. 


Activities at the Greenbrier were 
varied. Tours of the hotel and the 
grounds were conducted by hotel per- 
sonnel. A welcoming meeting was held 
on Saturday morning, and then in 
the evening guests were treated to a 
gala Champagne Ball featuring music 
by Meyer Davis. The stockholders were 
free to use any and all Greenbriet 
facilities, which included three golf 
courses and a swimming pool. Little 
use was made of the pool. 

The House Party idea was created 
by Howard Skidmore. C. & O.s di- 
rector of public relations and passenger 
trafic. The first “party” was held 
after the railroad’s annual stockhold 
ers’ meeting in Huntington, W. Va. iy 
April. Over 200 of the stockholde 
who attended signed up for a Hou 
Party at the Greenbrier for a weeker 
Here, too, the grea 
than expected and the overflow sha 


demand was 
owners attended a second House Pa 
at a later date. 


While this first invitation had be 
to the 1.500 who had 
tended the meeting. the concept hé 
met with such approval that C. & 
decided to extend the invitation to a 
their House 
Party seemed so alluring that several 
people bought C. & O. stock just to be 
eligible for the event. One man from 
New York City bought > shares, even 
LOO 


made only 


“owners.” The December 


though his wife already owned 


shares. 

Do not however, that the 
railroad’s motives in the promotion of 
junkets were entirely 
The House Parties 
were far from being promotional crip 


assume, 


these weekend 


dividend-oriented. 


rela 
existance. Al 


ples. dependent upon the public 
tions budget for their 
though stockholde1 enjoyed his 
or her weekend for half the normal 
cost, The Chesapeake & Ohio cleared 
$20,000 week 


ends. Since the cost of the mailings 


each 


a neat ovel the two 


was small (primarily for mailing 


+2 involved no extra cost. 
and #3 500 


most of the $20,000 was cleat 


since = | 


was mailed to only 
names } 
profit. 


Mailings have just gone out to the 
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stockholders promoting the latest of 
the Greenbrier House Parties for share- 
owners, one held on January 23-24 
and the other on February 6-7. The 
mailing included only a legal size 
sheet, describing the rates and plans, 
with a reservation coupon printed at 
the bottom. Reverse side featured a 
reprint of an article describing the 
event that appeared in The New York 
Times and 15 from 
satisfied stockholder-guests. 

In the December issue of The Re- 
porter of Direct Mail Advertising we 
estimated that industry spent close to 
$25,000,000 every their an- 
nual reports to stockholders. This is a 


endorsements 


year on 
big investment, but corporations con- 


Mr. Tuohy’‘s original invitation 
and reply card. 


Dear Shareowner 


buting today 





ar railr 


P.S. One of 





CHESAPEAKE 


The enclosed eck is your portion of the $8, 164,000 in 


Ss regular third 
and Ohio has paid on 


brief report on your c 


August rever 


’ stee! strike 


August, 1958 


Revenues for the f 


period last year, revenues 
smpared wit 


29 cents 


s assets is the 
Many s 


this lovely resort 


eowners f 


to anno 
over the weekend of December 5 and 6 
hotel accommodations and round-trip rail transportation on C&O, has beer 


arranged. If you will fill 


sider it money well spent. Good rela- 
tions with shareowners is a must, and 
anything that can be done to strengthen 
and improve these relations is worth- 
while. 

Through the Greenbrier weekends, 
the Chesapeake & Ohio has explored 
a new area where good stockholder- 
management relations can be built. Far 
from being promotional burdens, these 
House Parties represent a profitable 
undertaking that can be continued so 
long as there is a demand for it. 

There will always be a need for the 
Annual Report and the house maga- 
zine. But as the C. & O. discovered, 
there may be other ways to solidify 


stockholder support. @ 





ERminal TOWER LOVELAND 1 OHIO 


September 19, 1959 


» 89,000 shareowners of record of September 1 


quarter dividend 


nmon stock. It is a pleasure to send 


mpany's progress 


es reflected the general decline ir 
ey totalled $27.4 mill 


Net income was $3.3 milli 


mpared wit 


nm, equal to 40 cents a share 


rst eight months of 1959 were $233.9 million 
were $226.5 million. Net ye was $30.3 
$27.8 na year ago. Ear 
re than the earnings reported last year at this time 
ind physical and financia ndition. Please remer 


ste to its success by calling attention to it 


ew usiness is always most weicome 


Sincerely yours 


Hata a g a ae chy 


beautiful Greenbrier at White Sulphur Spr 

ave asked if there could be another special trip t 
such as the e following the Annual Meeting. We are t 
s special C&O Shareowners’ House Party at The Greenbrier 


A special price, which includes 


gut the enclosed postcard and drop it in 


you will receive complete information 





AND OHIO RAILWAY COMPANY 


Jividends your railroad 


f $1 a share is the 192nd dividend Chesapeake 


t to you along with this 


arloadings caused by the 
$33.3 million during 


For the s 


gs were equal to $3.71 a st 


nber tt 


services. inforr 


the mai 


THE NATIONAL 


RIFLE ASSOCIATION 


in the year 1921 a _ promotion 
minded young man came to W ashing- 
ton from the E. I. Dupont Company 
to work for the National Rifle Associa- 
tion. At this time the headquarters 
ofice consisted of one General, the 
Association's secretary and six young 
ladies to handle the paper work. The 
General who had many other interests 
besides the Rifle Association, was 
currently cogitating on how he was 
going to meet the small office payroll. 
In desperation he consulted his new 
employee on the problem He received 
the immediate suggestion that they 
get out a mailing for new members 
and while they were about it, a mail- 
ing to re-enroll former members. The 
mailing was a success; the payroll 
was met with much to spare. 

This young man, Mr. C. B. Lister, 
continued on with the Association for 
a period of thirty years during which 
time he became its Secretary-Treasuretr 
and finally its first Executive Director. 
The Association’s membership grew 
from 20,000 to more than a quarter 
of a million. But the first lesson in 
the potency of direct mail was never 
forgotten. The sales letter became a 
mainstay of the Association’s promo- 
tion efforts. 

Before we go into the ways and 
means by which NRA uses the mail- 
ings for promotion, let’s take a look 
at what the Association is and what 
it is trying to accomplish. 

The National Rifle Association of 


America is an organization of patriotic 
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STORY 


by 


Jack Fauntleroy, 
Director of Membership 
The National Rifle Association 


REPORTER’S NOTE: 


Picture, if you can, riflemen in Karachi, Tokyo, Buenos Aires, and Sheboygan, all participating 
in the same rifle match without leaving their hometowns—and you have some idea of the 
extent to which direct mail is used by the National Rifle Association. Besides these international 


hens 





shooting matches, the NRA new 


American Rifleman,” promotes local NRA chapters .. . 


s, new subscribers for their magazine “The 
well, read the story. You'll see what 


we mean. Author Jack Fauntleroy is Association's membership director and is responsible for 
getting those new members. Has been with the NRA since 1941, except for four years with the 
Army Air Force during WW II. He's 39, married, and the father of two. Oddly enough, one of 
Jack’s hobbies is pistol shooting, although he claims to be a hunting enthusiast, too. We think 
you'll enjoy this interesting story of how a nationally known organization builds, maintains, 
and services its huge membership almost entirely by mail 


citizens interested in guns and shoot- 
ing. 

It encourages marksmanship train- 
ing within law-enforcement agencies, 
within the Armed Forces, and by 
civilians through its organized clubs 
and its basic small training 
schools. It teaches safety with firearms 
and conservation of wild life through 
its organized clubs and its hunter 
safety program. The NRA _ sponsors 
recreational programs of both hunting 
and target shooting. It maintains a 
technical staff for the benefit of all 
its members. It maintains a legislative 
service to keep its members informed 
legislation in the 
members’ municipality or state. Fi- 
nally, it publishes and distributes 
monthly The American Rifleman mag- 
azine for the information and benefit 


arms 


of prope ysed gun 


of its members 

The number one objective of our 
direct mail efforts is to add to the 
membership rolls. In many respects 
our efforts parallel those of magazine 
subscription promotion. But there are 
also important differences. For ex- 
ample, twice each year a mailing is 
made to the active membership list 
requesting each member to sign up 
new members and to collect and send 
in the dues. Each member in good 
standing is privileged to endorse or 
recommend new members and he is 
continually exhorted to do so. In these 
special mailings we offer as a token of 
the Association’s 
type of premium. Usually it is a com- 


appreciation some 


piled reprint of material from The 
{merican Rifleman magazine or it 
may be an article bearing the NRA 
insignia. 

The more new 
sent in, the greater our token of ap- 
preciation. In the mailing 
(1959), a member was offered a tie 


members that are 
spring 


clasp for one member, a neck-tie for 
two, an auto emblem for three and a 
Ronson lighter for four. Each of these 
items contain the Association’s Official 
Emblem. We are very well pleased 
with the results of this and similar 
mailings. Our cost per new member 
has never exceeded $2.07 on this type 
of mailing. A one year membership 
sells for $5.00. 

So much for the spring mailing. A 
membership in the National Rifle As- 
sociation makes an ideal Christmas 
gift for any outdoor sportsman. So 
every fall, a day or two after Thanks- 
giving, out goes a mailing to all mem- 
bers to give their friends a membership 
for Christmas. This Christmas offer 
consists of the first gift for the regular 
price of $5.00 and each additional 
gift for $4.00. The mailing is in two 
colors. It consists of: a letter, a folder 
containing five gift applications, a 
book folder. and a return envelope. 

This mailing brings in more mem- 
bers at a lower cost than any other 
large mailing we make. In addition, it 
brings in a large volume of orders for 
books and insignia items as an expense 
free override. 


A mailing list is maintained of 
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previous Christmas Donors. A series 
of four mailings beginning in the mid- 
dle of October is sent to the donor list 
at intervals of two weeks. Results are 
exceptionally good and are increasing 
every year. 

The Christmas mailing efforts are 
assisted by a self-mailer type envelope 
bound in every copy of the November 
issue. 

The combination of all of the Christ- 
mas promotion just about doubles the 
membership volume of December and 
January as compared with the average 
of other months of the year. 

All good publishers maintain a list 
of expired subscribers. We keep ours 
for five to six 
statistics on the pulling 
vears. Two mailings per year are made 
to the expire list. A premium con- 
sisting of a reprint publication or some 
type of membership insignia is always 
offered when inviting the “inactive” 
members to rejoin. 


years and compile 
results by 


Renewal Series 


What about the renewal series? Here 
again the NRA has several unique 
features. In the first two letters of the 
series we offer a dollar reduction on 
the renewal for each new member that 
is sent in. In other words, if a mem- 
ber will sign up five new members, 
collect the dues and send in the appli- 
cations endorsed, we give him his own 
renewal free. 

Or if this idea doesn’t strike his 
fancy we offer him a membership 
lapel button to sign up for a three 
vear membership. This particular offer 
has almost doubled the volume of in- 
coming three year members since it 
was introduced in April of 1958. 

The renewal series consists of seven 
letters, two prior to the month of 
expiration and four afterward. 

The mailings we have been discuss- 
ing are to people already in some way 
Association. The 
identify 


service 


connected with the 
copy approach taken is to 
them with some of the pubic 
aspects of the Association. 
Above all we try to convey that the 
NRA is an organization that offers 
personal enjoyment and a bond of 
friendship with other sportsmen. Our 
mailings in this vein are supported 
by ads in our own and other maga- 
zines, by editorial copy and the general 
overall public relations program. 
Very few copies of The American 
Rifleman are sold on newsstands. How- 
ever, about 20,000 copies per month 
are sold over the counter by sporting 
goods dealers and gun dealers. Mailing 
lists are obtained from sporting goods 
trade publications and mailings are 
made twice a year to sign up dealers. 
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In these particular mailings we stress 
the increase of store trafic and the 
advantage of being identified with com- 
munity shooting programs as much or 
more than the monetary profit to be 
made (although this item is not over- 
looked . 

In 1956, the National Rifle Associa- 
tion was faced with the task of raising 
the funds to construct a new head- 
quarters building. Although we did 
not have experienced fund raisers, in 
the strict sense, on our staff, it was 
decided that the job should be handled 
within the Association rather than 
employ professional fund raisers. The 
Association Bylaws provide for con- 
tributory memberships consisting of 
Life Membership with dues of $100, 
Endowment Membership, $250, Patron 
Membership, $500 and _ Benefactor 
Membership, $1,000, Prior to 1956 no 
extensive mail promotion of these 
higher types of membership had been 
attempted. 

Working with a local advertising 
firm, an invitational type of mailing 
featuring the $100 Life Membership 
was created and tested on twenty- 
thousand annual members. The results 
showed than an extension of the mail- 
ing to all of the annual members 
would pay out extremely well and 
that the annual members supported 
the idea of a new headquarters build- 
ing. Based on this and subsequent tests 
we made two mailings per year pro- 
moting Life Membership and _ raised 
the major portion of the Building 
Fund through this method. 

Up to this point we have been talk- 
ing only of membership promotion 
and fund raising. How else does direct 
mail help an Association like ours con- 
duct its business? 

You may be surprised to know that 
we conduct shooting matches by mail. 
Here is how it works. Two mailings 
will be sent out to certain interested 
groups promoting a rifle or pistol 
match, giving the rules and furnishing 
entry blanks. The team captains mail 
in the entry blanks listing the team 
members. Then we mail them the 
official targets that are to be fired ac- 
cording to a specified schedule. The 
fired targets are mailed to us for scor- 
ing. After scoring, a bulletin is pre- 
pared and mailed out along with the 
trophies and awards for the winners. 
Under this system, teams from Japan. 
Korea, Alaska and Germany have all 
fired in the same rifle match. Of course, 
most of the rifle and pistol matches 
are conducted on what is called a 
shoulder-to-shoulder basis; everybody 
firing on one range on the same day. 

A mailing list has been compiled 
of all of the outdoor writers, news- 


paper editors and publishers for send- 
ing out news releases. Mailings are 
made to promote and certify rifle, 
pistol and hunter safety instructors. 
Mailings are made to organize and 
affiliate adult rifle and pistol clubs, 
junior rifle clubs, college rifle clubs 
and summer camps. The National 
Classification System whereby shooters 
are classified as Marksman, Sharp- 
shooter and Expert, is conducted by 
mail. 

The Association conducts a sizable 
mail order business in Marksmanship 
Qualification Awards. Each year 360,- 
000 such awards are sold by mail. In- 
come from the sale of these awards 


goes a long way toward supporting 


our Junior Marksmanship Training 
Program and allowing us to keep the 
Junior Club Affiliation fees and Jun- 
ior Membership dues low. 


To promote the Shooting Awards, 
we mail out order forms and score 
sheets to our 3.500 Junior Clubs and 
1,100 Summer Camps. The clubs and 
camps send back a consignment order 
for enough awards to take care of 
their needs for from six months to a 
year. At the end of each year the 
instructor makes up a report of all 
awards earned and settles up his ac- 
count. Incidentally, a youngster does 
not have to buy awards to participate 
in the Junior Program. As he earns 
his ratings he is issued a diploma with- 
out charge showing his achievement. 
He can then buy a medal and an em- 
blem for his jacket ora lapel button 
depicting his rating or forego them, 
as he chooses. 

An important part of every direct 
mail operation is its fulfillment set-up. 
Again we differ from the magazine 
subscription field because of the mem- 
bership feature. When an order arrives 
we must decide if it is a membership 
or a subscription. The difference is 
that a member must have signed our 
pledge of good sportsmanship and 
must have been endorsed by another 
member or a public official. 


Subscribers and Members 


If he has made the grade so far, we 
must then classify him as to one of 
a dozen types of memberships and 
issue the appropriate membership cre- 
dentials. 

On the other hand, if he has come 
in as a subscriber only, we must send 
him a letter and a confirming applica- 
tion explaining that he can be a mem- 
ber at no additional cost. When all 
is said and done 95% become mem- 
bers and 5% remain subscribers. 

At this point you would think we 
would drop the poor fellow’s card in 
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file and let him get the magazine in 


peace, for a yea This is not the case. 
Along with his membership card he 
has received a booklet telling him of 
the benefits to which he is entitled and 
a check list through which he requests 
further information. The information 
may be plans for a basement range, a 
Federal Firearms Act. how 
1 shooting club, informa 
tion on where to buy targets or a half 
things. And if he is real 
to change his 
W ildeat. 
should 
bullet 
heen 


copy ol the 


lo organize 


dozen other 
may ask how 
220 Swift 
of powder 
should the 
the change has 


eave he 
0-06 rifle into a 
how many grains 
he use and what 
weight be after 
made. As a member he is entitled to 
ill of this information. Fortunately 
only 15,000 members per year go into 
this much detail 
f 


To keep track of how manv of each 


RitLi 


em ele Mansel, 


Two mailings typical of the many 
sent out each year by the Associa 
tron. 


ASSOC LATION 


ee Sash WGi om & § 











have, what type 


them in and 


type of member we 


of promotion brought 
where they stand at the present time 
statistics. The 
&.000  afhliated 
know how 


voluminous 
true of the 
must 


required 
sai Is 
organizations. We 
many clubs have rifle ranges or pistol 
they are indoor or 


ranges: whether 


outdoor and whether they are bigbore 
or smallbore. We 
club, whether it has 
approved by the Adjutant General of 
the state and by the 
state rifle 
certified instructors and how many of 
the club members are NRA members? 

To help keep such statistics under 


must know who spon- 
sored the been 
secretary of the 


association. Do they have 


control and available when needed we 
Remington Rand 
Addressing of the 
magazine and mailings is done by an 
Addressograph Electronic Seanner. 


have installed a 


punch card system 


a a aia 


The system has been operating for 


Please f ut and return the enclosed 
renewal card as s as possible — because 


your NRA sesbership expires this gouthb 


three years now. It is a faster, cleane: 
and less expensive system than our 


Most im 


it has enabled us to give better 


former addressing system. 

portant 

service to our members 
been 


Nothing has 
j 


outside mailing lists. 


said of buying 
{ p to now, our 
promotion money has been spent en 
couraging our own members to be in 
effect a modified field selling force. As 
we grow we expect to use outside lists 
testing at first, expanding as we go 
along. 

The NRA’s goal is to have 500.000 
members—half a million—at least by 
1971. our centennial year. And we ex- 
pect direct mail to play 


in achieving this goal. @ 


a major part 
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ERE we go again! 

That is, here we go with our third 
annual “Letter to Wives” series. And 
all I can say is, the letters are out 
and it’s ringing the bell again. 

| have to admit that Knipco presi- 
dent E. J. “Tex” Erp had some qualms 
bout repeating the same general pro- 
gram the third year in a row. How- 
ever, when he talked to distributors 
and their salesmen he found that in- 
stead of becoming tired of the idea. 
or complaining about it, they were 
not only insisting that it be continued 
but were telling other farm equipment 
manufacturers to be more on the ball 
and be more like Knipco. 

Wives, as well, were beginning to 
look forward to their own private 
“Christmas Club” . . . a situation 
which cheers Tex no end since he 
can't possibly imagine how he could 
hire salesmanagers as good as _ these 
gals are to work on a “commision” 
basis. 

About the only difference between 
this year’s program and last year’s is 
that the $10.00 checks this year were 
for new dealers who had not purchased 
from Knipeo in 1958 and the $5.00 
checks for reselling an old dealer. 

If your memory serves. you'll re 
call that in order to be a “dealer,” an 
outlet must purchase at least three 
Knipco heaters so the cost of every 
check is well underwritten before it’s 
signed. 

Another thing that Tex and his sales 
force learned as they talked to dis 
tributors about the program was that 
the wives actually enjoyed their cor 
respondence with this fellow Tex Erp 
as much as they did the money in- 
volved. This meant we paid even more 
attention, this year, to making the 
mailings the kind of letters that women 
enjoy ... all within the traditionally 
“tight” Knipco budget. (“Nothing 
fancy or expensive” are the words lef 
hanging in the air at Yeck and Yeck 
when Tex departs. “just good.” ) 

The letters speak for themselves 
obviously. the first letter must re 
explain the whole idea for the benefit 
of the wives of salesmen who have 
been added to distributor's organiza 
tions since the previous yeat 

The manila envelope used for the 
first mailing cor.tains 20 actual checks 
along with the letter and the instru 
tions, so the happy wife has $150 
staring her in the face and an offer of 
all she can use when those are used up 

Our friend, Tex Erp. “crazy” like 
a fox, calmly announced last June that 
wed better have a good program this 
vear because he expected it to double 


his heater business again. (Readers 
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good things 
come In 
threes... 


by John D. Yeck, Yeck & Yeck, Inc. 


REPORTER’S NOTE: 


It’s rare when the Reporter repeats a story. It’s rarer still when we describe a com- 
pany’s campaign for the third time but that’s what we're doing. Received this story 
from John Yeck, read the letters, and just had to give the new series and results. Had 
a few misgivings about writing up Knipco again (isn’t there an old proverb about 
kicking a dead horse?) but we have so many requests for reprints of the original Knipco 
stories and more information that we couldn't resist recounting the latest of “Tex” 
Erp‘s campaigns. Just as a memory-refresher, Knipco offers checks for $5.00 (and now 
$10.00) to wives of salesmen and dealers for every qualified sale that hubby makes 
Quite a money maker for the little women, some of whom scooped in hundreds of dol- 
lars in “commissions.” Perhaps the most charming aspect to the Knipco promotion is the 
letters. Read every one of them. You'll really enjoy them 
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it. Im addition to being illegal, old-fashioned and 
‘ms not sure that my favoring the idea would go over 


angerous, I 
ll at home. So I'm anti-polygamy. 
at the saze time ... 


can't always be everywhere. You can greet 
rds at Breakfast t the time; 
time; cal! » King-of-the- 
that tongue in your cheek - 
lly, that hearty hugs don't 
ents with 


recommend another 
plimentary remarks 
) when you're 
drying you can also be finding 
these thoughtful remarks. 


ucer or the bathroom alrror,. 
awer or his pir 
you always put 
hould J be t 
writer's 


Keep sending then. 
4 a? te yg? 
G ¢ ER 
- J. "Tex" £ 


President 
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THEY REALLY ADD UP: 


There are thousands of “hooks and eyes” in every ! this new 
tipper material elled Vel Jesigner 's ng to use it 

everyehere). No one hook i it important, but edded to- 

gether they really grad 


ur Little $5.00 and $10.00 like Velcro. They can 
just about anything you nt Already this year, 
r saha, Nebraska } } ked on to $345 (45 


th and if you pat your hu i on the back often enough, 


alls and you'll hook 

If you haven't had 

= up tely, the bottoe of thi etter sight be use 

Just tear it off and put it to use 


And when you fill in the blank lines ... 
Don't hold yourself beck. 
$ Z 


/ / . 

G jig FA 
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z. v "Tex" Erp / . 


President 


te %; , 
salesman of Knipco heaters you'll 
ig desler every chance you get 


Signed 
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P. &. Please returr I gay find use for the half of « 
sipper that’s on it 











Three of the letters used by Knipco to enlist the 
wives’ support. That one printed backwards isn’t 
our mistake . . . it’s mirror reading. The $10 check 
is a new innovation in the Knipco campaign, is 
given for new dealers, while the regular $5 check 
is for reselling the old account. 
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arid ed ay are with ay wife's sewing machine 


Keep those checks coming to se... 


iar *fire* "em back, signed 
EN ~ "ff 
/ Va a i 
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E. J. "Tex" Erp 
President 














eo oem eneees a a OO ees — 


may recall that he had approximately as last year . . . and the upshot of it 
doubled business in both the previous is that it looks like it will be the steel 
years with promotions based largely strike that will keep him from exceed- 
on this campaign. } ing even his outrageous expectations. 

It’s very difficult to blame this in- 
crease in sales on the sales force of 
Knipco since it consists of one man 
plus Tex’s spare time. Of course, he’s 


In order to give ourselves a fighting 
chance, we gave the dealer an option 
of putting 10 heaters instead of three 
on the original order and increased his 


dealer co-op limit a little bit to make a pretty good man. 


Results: Well, this year they have 
97° as many new dealers as they 
had total dealers last year at the same 
. time . . . very nearly a 50% increase 
tional sale.) : | : “oh 

- in dealerships, with many of them 

Tex then proceeded to place orders stocking 10 heaters instead of three. 
for steel to make twice as many heaters (He has over 1,900 dealers taking three 


it worthwhile. (This is simply a nom- 
inal dollar-amount per heater and it's 
easily covered in the cost of the addi- 


or more heaters this year, of which 
about 1.200 are new dealers. Last year 
total dealers were about 1,300.) 

You can tell from the letters that 
some of the ladies do very well indeed 
as far as Christmas pin-money is con- 
cerned. Last year’s champion put over 
$400.00 in her pocket and you can 
see by reading the “zipper” letter that 
Gwendolyn Glorn (that’s a real name) 
was starting out at a much faster 
pace since the contest was only a 
couple of weeks underway when she 
had passed the $300 mark. 

Well, look at the letters themselves. 
I think you'll enjoy them.® 
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f pory YEARS AGO, my brother Joe 
and I started a small business here 
in Riverside. We thought there was 
an opportunity to sell parts for im- 
ported cars to the many dealers and 
independent service stations all over 
the country. We weren’t wrong. and 
our company, European Motor Prod- 
ucts Inc., is thriving. 

As a transplanted midwesterner | 
marveled as I drove to work this morn- 
ing at the sight of the orange groves. 
The dark green foliage makes a per- 
fect background for the ripe fruit and 
back of | this, 


against the deep 


blossoms and snow 


capped mountains 
blue sky. The sun was bright and the 
air invigorating. 

We are told that our location should 
be moved to the central U. S., but it’s 
worth a lot to me to be here. Coming 
down Kansas Avenue to Roberta, | 
pass Revere Copper & Brass, our near- 
est neighbor, and as I turn the cornet 


Sears large warehouse comes into view. 
It’s comforting to see the well-filled 
employees’ parking lots and to note 
the high percentage of shining new 
cars. Our is a prosperous community, 


and it's an inspiration. 

Our little three year old company 
sits between the property of one of 
the oldest and most successful manu- 
facturing corporations and one of the 
largest and most aggressive merchan- 
dising corporations in the U.S.A. In 
my mind Revere has always stood for 
the highest quality, and Sears, with 
its money-back guarantee, for integ- 
rity. When EMPI was founded in July, 
1956, we were determined to sell only 
the highest quality goods and to back 
them with the most liberal guarantee 
of customer satisfaction 

The start was modest indeed. We 
had two employees and an auto body 
repair shop to keep them busy when 
not filling orders (which in the begin- 
ning was most of the time). Also a 
few hundred dollars worth of stock 
and a few customers who ordered by 
mail or phone. 

The growth at first was slow, but as 
new items were added to the line, and 
new customers secured, the momentum 
grew until towards the end of the first 
year, each month’s sales were nearly 
double the previous month’s. This wild 
growth has now subsided. Sales for 
this year will fall short of the half 
million expected because of the steel 
strike and a slow down in deliveries 
from Europe. 

We have no salesmen on the road. 
President Joe Haughey has called on 
most of the West Coast customers once 
or twice, but for the most part, solicit- 
ing. promotion and_ fulfillment of 
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REPORTER’S NOTE: 


At one time or another, you've probably heard this 
old cliche — “Never buy a foreign car. It's too hard 
to get parts for it.” There’s a firm in Riverside, Cali- 
fornia, that’s doing something about this attitude, and 
while doing so, is building up a solid, nationwide 


auto accessory business .. . 


almost entirely by direct 


mail. Firm is European Motor Products, Inc., wholesale 
distributors of parts and accessories for foreign cars. 
It's owned by brothers Joe and Holt Haughey. Neither 
Haughey had had any prior experience in wholesale 
auto parts or mail order, but in three years, EMP! 
has grown from nothing to 700 active dealer accounts. 
Joe Haughey had been a buyer for North American 
Aviation. Holt had been in the construction business, 
then opened his own Volkswagen agency, and after 
that, joined EMP! and Joe. 


MATTER @ 
OF IMPORT 


by Holt Haughey, Treasurer 


European Motor Products, Inc. 


How a California firm markets foreign car parts by mail 


orders is done by direct mail. 

Our competition, on the other hand, 
depends on salesmen directly soliciting 
orders from the dealers. Or in the case 
of the automobile distributors they use 
phone and mail with a real control 
over the customer with which we can- 
not compete. In spite of this, though, 
weve built up a very large and in- 
creasing volume of sales. 

Each month we mail to a list of 
3000 dealer prospects and customers, 
offering both new products and old. 
We send out post cards with order 
form about twice a month, and periodi- 
cally mail a service bulletin or some 
merchandising help. In November, 
1958 we mailed out the first issue of 
our new monthly newsletter, the EMP/ 
{ccelerator. 

Of major importance in our pro- 
motion is our 24-page 
8” x8” booklet describing most of 
our products. I say most because be- 
tween printing of catalogs, new items 
are added to our stock. Prices, photos 
and descriptions of the newest items 
are printed on 814” x 11” sheets (pre- 
punched for a 3-ring binder) and sent 
to the dealer. Dealers keep their own 
binders for cataloging these additional 
sheets. We make no charge to the 


catalog, a 


dealers for the regular catalog or the 
sheets, and they are free to ask for as 
many as they want to supply their 
local customers. The cost to us for 
each catalog is about 17ec. 


We get our names from a lot of 
sources. There are about 800 Volks- 
wagen dealers in this country. Alto- 
gether, the number of dealerships for 
all makes of imported cars comes to 
about 4000. This number is growing 
daily. Our other customers and _pros- 
pects are the independent service sta- 
tions and repair shops that service 
one or more makes of imported cars. 
There’s really no way to guess how 
many there are in this category. Thou- 
sands more, | suppose. 


To get inquiries and add names to 
our list, we advertise in some of the 
leading car magazines, such as Volks- 
wagen Magazine (Foreign Car Guide) 
VW Autoist Club Paper, Cars and 
Parts and others. Dealers write us ask- 
ing for information or orders. Even 
the individual owner will write asking 
for a part. (This is a small part of our 
operation. Less than 1%, but we try 
to fill these. What happens more often 
is that the VW owner will see our 
product and ask the dealer for it. We 











At top, EMPI's catalog; 
next a 3-ring catalog 
sheet for dealer's bind- 
er; and below, a typical 
sales letter to dealers 
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know, because many times we get an 
order from a dealer for just one item, 
one he hasn’t stocked before.) 

Of the 3000 on the list, about 700 
are active accounts. We are adding 
new accounts each day, and will con- 
tinue to do so as we add new names to 
our list; and as new agencies and 
service stations become aware of our 
service. Even so, I feel that right now 
we have the largest prospect list avail- 
able in this category. 

Our advertising agency is Hogan 
& Vecchio at 3713 Brockton St. here 
in Riverside. They handle all the art 
and copy for our direct mail and space 
advertising. Our annual advertising 
budget is around $18,000 of which 
$12,000 goes for direct mail (includ- 
ing postage) and $6,000 is spent on 
space ads, Our relationship with Hogan 
& Vecchio is an amicable one. They 
bill us the normal 15° commission 
on the display or space ads. As far as 
direct mail is concerned, we pay them 
an hourly rate for art work and a 
monthly fee for copywriting services. 

Until have catalogued 
mostly equipment parts, but 
since the number of independent gar- 
ages servicing Volkswagens has been 
growing we will carry stock parts in 


now, we 


speed 


increasing numbers. As of January 1. 
a completely new parts catalog will 
be issued. There should be no trouble 
in getting parts for the 450,000 VW’s 
in the U.S. and soon Renault will have 
adequate parts and service. Fiat is 
also improving daily and these three 
are here to stay. 

Actually. some foreign car parts are 
more available than those for the U.S. 
cars— Why? because the VW. for 
instance, 1953-1960 a very large num- 
ber of parts are interchangeable or 
readily adaptable. Some other makes 
are comparable. Most American cars 
change every year and even oftener, 
presenting a bad problem for the deal 
er in stocking parts i.e. too large in 
ventory and rapid obsolescence 

Due to introduction of the American 
undergoing a 

Our 
Compensator 


Volks 


wagen, and adaptable for all rear en 


compact car. we are 
slight change in direction newest 


product is the Camber 


an anti-swav device for the 
including of course, the 
While continuing 
at full 
also attempting to market this 
and others to follow 


gine cars... 
Chevrolet 
our present operation 


Corvair. 
steam 
we re 
new device 
to Chevrolet and other 
pact car manufacturers. The marketing 
i and challenging. but 


Ameri in com 


problem is new 


we hope to soon integrate this new 
phase of the business into the existing 
one ind both markets with 


high quality automotive products * 


service 





Read and Heard 
\ local disk jou key 


between rock-and-roll 
cereal makers have a new merchandis- 
ing idea. They sell a box of premiums. 
The kid tears off the box top and sends 
it in if he wants the cereal.” .. . 
Elsevier Press, Inc. sells the Book O} 
Health by mail. Has a new slant on 
free examination offers. The coupon 
has this at the top: BORROW A COPY 
WITH THIS COUPON . Apt naming 

Bucyrus-Erie Co., Milwaukee, Wis- 
consin, who makes heavy earth-moving 


wedged this 


records: “The 


equipment, heads the joke column in 
its house organ, Mirth Movers 7 
Wavne Hummer & Co., stockbrokers 
of Chicago, in its newsletter, suggests: 
“Why not consider giving your chil- 
dren a share of American business on 
their birthday? Once a cumbersome 
procedure, a gift of securities to chil- 
dren is now as simple as opening a 
them. Securities 
are registered in the name of a cus- 
todian for the child but the stock be- 
longs to the minor. Yet. until the 
child reaches 21. the custodian may 
re-invest divi- 


savings account for 


buy. sell. collect and 
dends with restrictions of normal 
prudence. They may also he important 
tax benefits.” {rmy Times, Wash- 
ington, D. C., in a letter mailed last 
fall, starts out with a reason-for-buy- 
ing-benefit in the first paragraph: 
“Although 
for publishers go into effect January 
Ist. we still have time to offer you our 
renewal—at 
a truly worthwhile saving.” . . . The 
Wolf Detroit Envelope Company 
weakens the lead in its letter with the 
word “almost:” NOW YOUR SALES 
FORCE CAN HAVE AN ALMOST NEVER- 
ENDING STREAM OF BONAFIDE SALES 
LEADS! Time Magazine makes 
the reader of its promotion letter feel 
good with the lead: “It’s fine news 


new, higher postal rates 


special courtesy rate on 


FEBRUARY, 1960 


“Reed-able Copy” 


A Maicthly Clinics Conducted by Onwille Reed 


that you have joined us as a 7ume 
subscriber.” Book-of-the-Month 
Club, Inc... New York, poses a situa- 
tion with which most readers can 
identify themselves with this letter 
lead: “How often have you made a 
mental note—even a firm resolution 

to get some book that interests you 
deeply, only to have it slip your mind 
under the pressure of your day-to-day 
activities?” . Penny Label Co., 
New York, ends its letter on a stronget 
note: “If this letter gives you the proof 
you need—mail the order card.” Helps 
along the sale with a postscript: “Don’t 
take anybody's word about the effec- 
tiveness of CARBO-SNAP addressing. 
Test it, and base your judgment on 
RESULTS.” Robert James Co.. 
Birmingham, Alabama, gets the reader 
interested in the first paragraph of its 
letter selling warm blankets, with this 
appeal to comfort: “We opened and 
tried them, just last night, so we know 
youll be snug as a bug in a rug in 
these wonderful new blankets—Cannon 
blankets, of course, that come to you 
in three warm, wear-ever color tones 

Green Mist, Pink Whipser, and Sun 
Valley Yellow.” . . . The Dansen Co., 
St. Cloud, Minnesota, appeals to the 
thrifty buyer in the first paragraph of 
its promotion letter: “For only $39.50 
you can have the Dynograph Mimeo- 
graph machine which is comparable 
to other machines which sell for 
$100.00." Backs up the word 
parable” with 9 simply stated features 
of the machine . . . CARE makes good 
use of the emotional appeal in_ its 
pre-Thanksgiving letter. At the top of 
the letter is a good illustration of a 
sad-eyed child with rumpled hair and 
poorly lead: “If this 
hungry little girl were to ring your 
doorbell on Thanksgiving or Christ- 
mas Eve, would you turn her away? 
Of course not. Yet, as you and your 
family enjoy your happy Holidays this 


“com- 


dressed. The 


vear, this wistful littlke one and mil- 
lions like her overseas wil be crying 
themselves to sleep.” 

Careful readers will have noted by 
now that there isn’t a single mail orde: 
cliche in the copy just quoted, No 
“amazing,” “act now,” “We wish to 
announce,” “You were selected,” “No 
obligation.” 

Some of the best written salesman- 
ship you'll find in these days comes 
from the typewriters of direct mail 
copy writers. It has to be good because 
in this medium, unlike many others, 


] 


results are measured in dollar and 


cents returns. 
Sell on Merit 
\ few 


space here to truthfulness in advertis 
ing—particularly direct mail. Seems 
Henry Hoke had the same idea in his 
Scuttlebutt in the same issue in which 
| happened to hit on the theme. 

Since that time I’ve been watching 
my mail for indications of over-state- 
ment, untruth, hyperbole. And the mail 
is full of them. 

Here’s one from a company selling 
hooks. The accompanying folder is 
printed in full color, yet at the top of 
the folder are these words (ADVANCE 
PROOF). It’s not a proof. It is the 


issues ago I devoted some 


final printed job. 

The first paragraph of the letter in 
the same mailing is about as unbe- 
lievable as one could make it: 


YOU ENJOY CLASSIC LITERATURE so 


you will be mighty interested to know 


about this special offer we are making to 
a selected group of men and women who 
love good reading 

| read every word of both the letter 
and the folder. Not because I was par- 
ticularly interested, but to see just how 
the sales pitch was developed. The 
books are a real value. They should 
be in every home. They’re worth every 
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TINY in size 
TINY in price 
BIG in popular appeal 


these 
perfectly 


scaled-down 
MINIATU it) 


REALLY 
WORK 


Authentic metal, exact in every detail; X tin 
fascinating to use these minia * snips 
tures are cast-assembled’ in one 

operation by GRC's exclusive patented ~~ 
INTERCAST process. Neotural bright finish or 
brass plated. GRC also die casts and molds special 
small parts to order; ask for special bulletins 


Write, wire, phone TODAY 
for samples and prices of 
GRC metal miniatures 


GRIES REPRODUCER CORP. 


11 Second St., New Rochelle, N. Y 
New Rochelle 3-8600 
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A NEW APPROACH TO PRODUCT 


QROMOTION & MERCHANDISING, 


use \W} 
POSTCARDS, 
SELF MAILERS & BROADSIDES 


. 
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Plastichrome™ reproductions have won the 
Lithographers National Association Award for 
5 straight years. This means you buy the very 
best eac! postcard in vibrant 4 color 
process to give extra impact more realism 
Plan a color postcard promotion in your next 
campaign, supplement it with Plastichrome 
natural color brochures broadsides and 
catalog sheets. The cost is amazingly low — 
the results fantastically high 

And remember — Plastichrome) by Colourpicture 
gives you all these extros 


Complete creative service 

Highest quality of the industry 

Full color proofs at no additional charge 
assures satisfaction 

Prompt, on-time delivery 

Low prices — a@ complete compoign for less 
then 1¢ each 


Write for FREE Merchandising Kit 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Massachusetts 


cent asked for them. They would sell 
well on their merits. 

We wonder why the company send- 
ing out this mailing found it nesessary 
to use the ADVANCE PROOF and “this 
special offer we are making to a se- 
lected group of men and women who 
love good reading” neither of 


which is entirely true. 


Turn Facts Into Reasons for Buying 


Perhaps one reason for over-state- 
(and in other 
forms of advertising) is the average 


ment in direct mail 
copywriter doesn't feel merely giving 
facts is enough to do the job. Usually 
it isn’t. But the copywriter worth his 
salt can take a fact and make of it a 
reason for buyine Here's a for in- 
stance. FACT: “This machine runs at 


1200 RPM and 


daily use for LO years without break- 


many have been in 
down. 

That fact is easy to turn into a 
reason for buying 

REASON FOR BUYING: “This machine 
turns out 400 widgets an hour at less 
cost than the same job can be done 
by hand. It stands up in daily produc- 
tion. John Jones Company, manufac 
turers of super-widgets, have used this 
machine for 10 years without a single 


breakdown, 


us recently.” 


according to a letter they 


wrote 


Meet Mr. Mail Order 


In a special department, Call Report, 
Sales 
ber 18 


But I've vet to meet the man who could 


Management magazine. Decem- 


1959 issue, is this paragraph: 


exactly how dollars came in 


shelled out in advertising 


prove many 


for each dollar 


Let's say we know it pays its way many 
times ove 

If whoever writes Call Report would 
really like to 
“prove exactly how many dollars came 
shelled out in ad- 
him to 


head up com- 


meet people who can 


in for each dollar 
introduce 
They 


panies who sell products and services 


vertising” I can 
scores of them 
entirely by mail. 

No readership studies are needed 
when you sell by mail. You write your 
stuff 
exactly 
exactly 


your list. have the 
You know 


you know 


copy, rent 
printed mail it. 

what it costs. And 
dollars come in for 


how many each 


dollar you have spent on the mailing. 


Learn to Adapt 
Many of the 


readers of articles | 


letters | get from 
write on direct 
mail are from people asking for copies 
letters. folders. booklets 
other companies. They ask 
received, 


of successful 
used by 
for figures on inquiries 
orders produced, cost per inquiry, fre- 


quency of mailing, class of postage 


used—the complete ball of wax. 

Behind many such requests often 
lies a desire to find material they can 
copy. use in their own direct mail, in 
the belief that doing so will bring them 
quick and easy success. 

It won’t—as so many who have 
based their direct mail on a success- 
ful campaign they have read about 
have found out to their sorrow. 

I hope I am not leaving the impres- 
sion that case histories are worthless. 
They are extremely 
valuable if properly used. There's an 
old saying that he who is most cre- 
ative adapts from the most sources. 
The key word here is “adapts.” 

a case history of 


important and 


(As you pore ove! 
a successful direct mail campaign, it 
is not only dishonest, plagiaristic, but 
down-right futile to lift bits of copy 
which appeal to you and insert them 
verbatim in the direct mail you are 
preparing. If you do such a thing. nine 
out of ten times, your results will be 
disappointing. 
such 


You can. however. get from 


successful case histories valuable ideas 
you can adapt to your own campaign 

such things as interesting format, 
sales strategy, a copy slant which may 
not have occurred to you. or some 
other general point which inspires you 
to improve your direct mail. 

The strategy used in an 
letter or a letter to sell 
often be adapted to the letter you may 
be writing to sell machinery or tulip 
bulbs. The idea is the thing. The ability 
to adapt is an acquired ability 

You cannot possibly copy a 


have it 


insurance 


cheese. can 


letter 


written by another man and 


carry much sincerity, because it does 
not have your personality, your method 


of expression, your touch. @ 


MAIL ORDER 
HISTORY 


Eli Kogos of Industrial List Bureau, 
120 Main St.. Webster. Mass. tells 
us that he discovered evidence which 
proves mail being used 
much before the end of the 19th Cen- 
tury. He recently visited the Benning- 
ton Historical Museum and came 
across two interesting invoices. Here 


ordet was 


is his report: 

“At the Bennington 
came across an item dated June 25, 
1861 by J. Norton & Co. Stone- 
ware in which he states in the bold- 
est letters of the day, ‘Orders by mail 
executed.” Framed next to it is an 
item by E. & L. P. Norton dated 
1865, stating that ‘or- 


” 


Museum, I 


November A 
ders by mail promptly attended to.’ 
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by PAUL BRINGE 


Upgrading 


Letter Copy 


Many poor sales letters come from 
the offices of contract manufacturers. 
This is not surprising because a con- 
tract manufacturer thinks in terms of 
production and not selling. If such 
firms were promotion minded they 
would not have time to do production 
for others. 

This letter offers an uninspiring re- 
cital that could apply to any of 50 
plants. It is the kind of letter a con- 
tract manufacturer sends out during 
a recession, which he is the first to 
feel and from which he is the last 
to recover. The noise of production 
machines seem to inhibit sales think- 
ing. It is only when the machines 
slow down and finally stop that some- 
one begins thinking of promotion. 

This letter was filled in and ad- 
dressed to a production executive who 
has been dead for five year—and that 
figures too. 

Let’s ignore the grammatical error 
in the first sentence and skip dow: 
to the fourth paragraph. Here is buried 
the sales punch that should have been 
up on top where it is in the rewrite. 
This firm has an amazing collection 
of equipment that is sure to interest 
any production man—yet it is men- 
tioned in an offhand manner deep in 
the letter where the hurried reader will 
never get to it. 

Many business men assume thei! 
letters are read completely by all who 
receive them. Others think that most 
people read their kiters and only a 
few realize that the first two sentences 
might be read—if the reader is not 
busy and if the reader is not absorbed 
in other letters that snared his interest 
with the first few words 

Some businessmen get rapt atten- 
tion in their own offices whenever 
they say a word and then go on to 
believe that their written words gel 
the same attention. They forget thei: 
letter arrives with fifty others, all ask- 
ing for individual attention. Every 
business letter is part of a queue and 
it stays in the queue unless it trumpets 
its message over the din of competi- 
tion. 

The rewrite uses the impressive list 
of production machinery to intrigue 
the reader into the balance of the 
letter. A list of the equipment avail- 
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A Cupples PERSONALIZED envelope 
is just your type. We offer you 60 years 
of experience. Let us assist you in in- 
creasing your direct-mail advertising 
returns. 


Our art department is at your service 
with an unlimited supply of fresh ideas 
for your direct-mailings, free of charge 


1898 - 60th ANNIVERSARY - 1958 


upples 


envelope co., inc. 


360 Furman Street Brooklyn 1, New York TR 5-6285, 6, 7,8,9 


OTHER OFFICES: BOSTON » WASHINGTON * PHILADELPHIA 


able on a separate sheet cannot be as 
effective because it does not stimulate 
the reader's imagination. Paint a pic- 
ture of your reader already using 
your product and you will have his 
imagination working for you. But you 
must do this for him—only the ex 
ceptional reader will create his own 
picture of your product benefiting 
him. Do your reader’s thinking for 
him as much as possible and he will 
find it easy to reach a decision in 


your favor.@ 


WORTH 
THINKING ABOUT 


Advertising people particularly 
should follow this advice given by 
Editor Thomas Dreier in “Fitchburg 
Papers,” house magazine of Fitchburg 
Paper Co., Fitchburg, Mass. 


An old story is about a traveler who no 
ticed in his path a dry, shriveled leaf. Pick- 
ing it up he was amazed at the perfume it 
exhaled 

“Oh, you poor withered leaf,” he ex 
claimed. “Whence comes this exquisite per 
fume?” 

The leaf replied, “I have lain for a long 
time in the company of a rose.” 

Those of us who are going to and fro, 
mixing with all kinds of men and women, 
have learned that when we associate with 
fragrant, joyous, wholesome, lovable per 
sons, we ourselves partake of the benefits of 
those splendid qualities. 

When we associate with people who are 
hateful, we ourselves unconsciously, per 
haps, become hateful, or at least have an 
extremely difficult time to keep on being 
lovable 

On the other hand, if we make it our busi 
ness to associate with people who are gen 
erous, who are helpful, who like to add to 
the joy and beauty in the world, we, too, 
make those same qualities our own.@ 


ENVELOPE 
HISTORY 


The Babylonians, by spreading layers of 
mud over their carvings to insure privacy, 
were perhaps the first users of “the envel 
ope.” However, it wasn’t until 1653 in 
France, that DeValayar, with royal patron 
age, utilized what we know as a paper en- 
velope. Shortly before the turn of the cen 
tury, the envelope spread to England 

A letter written by the Secretary of State, 
dated 1696, was found in an envelope, but 
no one knows who introduced the envelope 
to England. Envelopes were used sparingly 
in those days because of the high cost of 
paper, and it wasn’t until the 19th century 
that envelopes began to assume importance 
In 1839, supposedly, America got its first 
look at an envelope, and from then on, it 
was just a matter of time before it became 
a part of our everyday life. 

From: Between Calls, house magazine of 
Stanford Paper Co., 3001 V St., NE, Wash 
ington 18, D. C.@ 
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Once, more years ago than you care to 
think, you bought a balloon. 

Red as a strawberry. And big. How 
proud you were! 

Today, that balloon is only a memory. 

But not your sense of pride. 

You feel it when you hold a proof-sheet 
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in your hand and think: “I'd like to see 
anyone top that!” 

We feel it, too. Because we know that 
our fine Atlantic papers help make fine 
printing possible 

Pride in printing. Pride in papermaking 


Your story—and ours 
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Substance weight 
watermarked in every sheet 


of ATLANTIC BOND 


13, 16, 20, or 24? Just a glance at the genuine watermark tells you the 
weight of ATLANTIC BOND you're using. Helps in re-ordering, too. 
ATLANTIC BOND is moisture-controlled, precision trimmed for trouble- 
free production. Envelopes to match. You get clear, sharp impressions 
with ATLANTIC BOND — just one of the Eastern Fine Business Papers. 
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HOW 
A SMALL 
IDEA GROWS! 


When we heard that M. W. (Finkie) 
Finkenbinder was somehow or other 
mixed up with an Aunt Mary Birth- 
day Club, we wrote and asked him 
what it was all about. A typical Finkie- 
illustrated answer quickly arrived on 
the stationery of Lisle M. Ramsey and 
Associates, Inc., 404 S. Fourth St., St. 
Louis 2, Mo. (Some of you may re- 
member that Lisle and his gang furn- 
ished free portraits of many conven- 
tion delegates at both St. Louis and 
Montreal. ) 

Here is the “Aunt Mary” story in 
a nutshell: Ten or so years ago, Lisle 
Ramsey was operating a portrait studio 
in St. Louis, and he was of necessity 
dreaming up ideas to promote the 
business. He stumbled on to a_ plan 
to get new “club” 
which would provide six &x 10-inch 


mothers into a 


portraits of the newborn over a period 
of five vears . . . for a modest fee. 
The idea caught on and filled Lisle’s 
studio with local mothers and babies 
intrigued with the low member- 
ship price of just $4.94 for the five 
years. (Of course, the new mothers 
were being trained to “like portraits” 
and many naturally ordered more.) 
If it worked for Ramsey. why not 
for other Lisle 
created a “packaged plan” and_ the 
name “Aunt Mary Birthday Club” was 
to be sold largely by mail. 


portrait studios? 


born... 

In the ten intervening years, Aunt 
Mary has grown to include more than 
a million-and-a-half “club members” 
serviced by nearly one thousand au- 
thorized Aunt Mary Studios, who are 
pledged to carry through on the con- 
tracts. All studios are furnished ex- 
cellent direct mail material to use for 
local promotion. 

The story should end there, but 
doesn't. The Aunt Mary Club started 
other tails wagging and eventually one 
or two of the tails became more im- 
portant than the original critter. The 
clubs naturally 
new births. To develop such lists caused 
the creation of Lisle M. Ramsey and 
Associates, Inc. 
rental of specialized, up-to-date birth 
lists took the center of the stage at 
104. S. Fourth St. in St. Louis 
formerly a portrait studio. 

That didn’t end the story 
Soon it became necessary to add me- 


needed fresh lists of 


and soon the sales and 


either. 


chanical equipment for “addressing to 
new mothers” . . . then mechanically 


preparing whole mailings for national 
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organizations trying to reach them. 

The next logical step, which accord- 
ing to Lisle and Finkie may be the 
last, is the present creative agency 
service which specializes in “Ist idea” 
mailings for companies looking fot 
business among the younger mothers 
and fathers. 

Wonderful how a small, but good, 
idea can grow if handled intelli- 
gently and honestly. 

Postscript: Incidentally, Lisle Ram- 
sey is president of Religious Heritage 
of America, an organization of some 
10,000 lay leaders and clergymen. 
Lisle was the only American present 
on January 17, 1960 at the birthday 
party for Dr. Albert Schweitzer at 
his missionary hospital in lamarene, 
French Equatorial Africa. He pre- 
sented to the Nobel Peace Prize win- 
ner three tons of clothing and hospi- 
tal utensils donated by business firms 
in St. Louis, Jefferson City, Mo., Mil- 


waukee and Columbus, Ohio. 


GOOD ADVICE FOR 
PRESS RELEASE 
WRITERS 


We found this helpful item in the 
monthly syndicated bulletin, “Communicat 
ing in Business,” edited by Howard D 
Shaw, president of Institute of Manage 
ment Services, West Chester, Pa. It would 
be profitable for a lot of us to study the 
difference between facts and opinions 

An editor was asked what one sug- 
gestion, above everything else, he 
would pass along to the fellow who 
writes publicity releases. 

“I would suggest that he take a 
break right now and learn the differ- 
editorial 


said the editor. 


ence between words and 
factual words,” 

“Could you explain the rudiments 
of that idea, if it is so important?” 
he was asked. 

“Simple enough, once you get it in 
your head,” he answered. “There may 
be a borderline case once in a while. 
but you can usually tell when a word 
reports a fact. ‘A tall blonde’ is a fact, 
but ‘a beautiful blonde’ is a matter of 
opinion—and opinions belong on the 
editorial page. 

“But here’s the rub.” he went on. 
“You can pin it on somebody by 
quoting him, and it becomes a fact. 
You can write ‘He described her as a 
beautiful blonde’ or even use the 
phrase ‘said to be a beautiful blonde, 
and you have something perfectly ac- 
ceptable. 

“So if you must use glowing ad- 
jectives in your news stories, put them 
in somebody’s mouth, or bring them 


within the realm of undeniable fact. 
Anybody in your organization can de- 
scribe your new director of gadgeting 
as ‘admirably equipped to do a splen- 
did job, but you can’t write it without 
quoting somebody, not for a going 
big-league newspaper you can’t. 

“You can’t say your company is 
outstanding or your products depend- 
able. That's opinion—at least the edi- 
tor will insist it is. Hang it on some- 
body if you must, but learn to write 
in factual words all you can and you'll 
make friends with editors. 

“I guess the main trouble is that 
your people who have the job of get- 
ting up news releases are too often the 
ones who are trained in advertising, 


and that’s bad.” @ 


HOW 
YOU 
CAN 


STOP 


BY ERNEST CALDWELL 


GOOD RESULTS 
WITH A 
FREE BOOK 


Here is a letter which worked well 
for the Wilshire Book Co., 8721 Sun- 
set Blvd., Hollywood 46, Calif. The 
letter was mailed to 500 bookstores in 
November 1959. Along with the letter 
was a complimentary copy of the book 
“How You Can Stop Smoking Per- 
manently.” by Ernest Caldwell. Within 
been 


one month 489 orders had 


received ... many from new accounts. 
Most of the orders contained requests 
for other publications as well as the 
one on Here is the 
letter: 

Young's Book Store 

415 Main St 

Woonsor ket. R. I. 


“stop smoking.” 





Gentlemen 
Would you like to make $1 for five 
seconds work / 
You can do it today by placing the en 
closed book, HOW YOU CAN STOP 
SMOKING PERMANENTLY by Ernest 
Caldwell $1, on display. We guarantee 
you that before the end of the day one olf 
your customers will purchase this book 
We are sending you this complimentary 
copy as a means of acquainting you with 
this book which we feel will be a good 
lue to the 


smoking because of the cor 


steady seller public interest 
in giving up 
relation between smoking and cancer 
We ire also en losing a list of other 

publications that we have for sale. If we 
ean be of any further assistance, please 
do not hesitate to write or call us 

Sincerely yours, 

Witsnme Book Company 
Melvin Powers 


signed) 


HOW TC 
L-I-V-E! 


Garry C. Myers, Jr. is president of 
“Highlights for Children,” 37 E. Long 
St., Columbus, Ohio. We always enjoy 
his company at The Reporter hospi- 
tality suite during DMAA conven- 
tions. After Montreal, Garry 
concerning our complaint about con 


wrote 


ventions being too busy, not enough 
time to see everyone, etc. The story he 
told is pric eless and should be passed 


along for your amusement. Here it is: 


Your big convention complaint reminds 
me of my friend Cy Ewart in Chicago. Cy is 
sales manager for Spencer Press, and like 
most of us leads a kind of hectic go-go-go 
existence 

Mary and I cornered him for an evening 
in Columbus a while back, and pretty well 
sold him on how life is too short for that 
stuff . . leave the worries at the office, 
never take the brief case home, have fun 
with your family, LIVE today 

Saw him in Chicago just the other day, 
ind he is like a new man. Never takes his 
work home. leaves promptly at 5:00, never 
comes in Saturdays. Says he has analyzed 
the change carefully, and finds there is one 
really significant new deve lopment 


The work is piling up on his desk.@ 


WHO CARES 
ABOUT INQUIRIES? 


The way many big companies treat 


inquiries furnishes proof that most 
coupons in national advertisements are 
there solely to help advertising agencies 
As Paul Bringe re- 


marks in his monthly bulletin, “Briefs 
From Bringe” 


prove readership. 


after the coupon 
is mailed no one seems to care 

\ Reporte reader planning a new 
filled out a 
offering information on 


Kitchens.” He 


mimeographed letter (not 


home recently coupon 


“Package 
sloppily 
filled in) 


received a 


under the letterhead of Youngstown 
Kitchens, Division of American-Stand- 
ard, Warren. Ohio. (Incidentally, the 
letterhead was printed on extremely 
cheap, flimsy unwatermarked paper.) 
Read the letter: 


Dear Inquirer 
We sincerely 
and request for information on our “Pack- 
ize Kitchens.’ 
Unfortunately, there have been several 
unavoidable 


ippreciate your interest 


contributing things causing 
lelays in getting our literature produced 
However, we are forwarding your name 
to our franchised Distributor in your area 
who will contact you soon to explain the 
Package Kitchen plans and 
details 
We appreciate your interest in Youngs 
town Kitchens products 
Very truly yours, 


concept, 


(Stencil signed and nearly illegible) 
K. W. Rhoades 
Manager, Advertising 
Production and Distribution 


Editor's Note: Question before the class: Why 
was the couponed ad run in a national pub- 
lication if the promised printed information 
was not available? Readership of the original 
advertisement doesn’t mean a thing . be- 
cause in this case the small flame of interest 
was extinguished by the sloppy handling of 
the inquiry no matter what, if anything, 
the “franchised distributor” does about it 


A FRIENDLY IMAGE 





Sometimes a friendly (cartoon) 
image can be used to perk up mail- 
ings ... if it can be closely identified 
with your product or services. There 
are many well-known instances in past 
history. 

James C. Cobaugh, circulation 
manager of American Trade Publish- 
ing Co.. 71 Vanderbilt Ave., New 
York 17, N. Y. told us an interesting 
story of a character development for 
one of their five magazines, “Bakers 
Weekly.” The Little Baker character 
was developed several years ago for 
a special promotion but was sub- 
sequently dropped. 

A few months ago, it was revived 
and used on circulation letters. Later, 
he was brought out to the face of 
the envelope (as shown). Mr. Co- 
baugh says returns have improved . .. 
but he will not claim that increase 
is due to the happy baker character. 
At least, he’s a cheerful fellow 
and should make many friends. 


WHAT IS YOUR 
EXPERIENCE WITH 
FORM 35477 


In the past there have been many 
complaints from mailers on how 
postal employees handled Form 3547. 
We were interested in a report re- 
ceived recently from Margaret How- 
land of the Butte County Tubercu- 
losis and Health Assn., 304 Broad- 
way, Chico, Calif. Although the non- 
profit organizations did not get an 
increase on third class bulk rates, 
they were affected by increases in 
the charge for business reply mail, 
and the charges for returning Form 
3547. We would like to know if other 
mailers are having the same experi- 
ence as Mrs. Howland. 

Here is what she has to say after 
spoofing a bit about The Reporter's 
position on “exempt non-profit mail”: 

“What I am really writing about 
is to find out if others have men- 
tioned how very fine the postal em- 
ployees are in giving information in 
response to request for Form 3547, 
now that they get a nickel a copy 
for it. 
used 3547, we have begged for this 
information but got very little of it. 
Now they even correct our spelling 
or middle initials! . . . for 5 cents. 
This last year it cost us almost as 
much in 3547’s as it did to do our 
original mailing of Christmas seals. 
If commercial, non-exempt organiza- 
tions are not having this experience, 
maybe we are paying rather dearly 
for our exemption. Anyway, it’s a 
thought.” 


During the years we have 


Two business partners went fishing in a 
small rowboat, and suddenly a_ storm 
blew up. The boat capsized, and one of 
the men began to swim; his partner foun 
dered and sputtered helplessly. He was 
sinking. 

“Say, John.” the swimmer called to the 
sinking man. “can you float alone?” 

“My gosh,” cried the sinking man. “I'm 
drowning, and he wants to talk business.” 

From: Acacia Clarion, house magazine 
of the Acacia Mutual Life Ins. Co., Wash 
ington, D. C 


If you have your three square meals a 
day and a decent place to live in, and you 
are rich enough to render some service 
and, if you are rendering service, deing 
the kind of work you really want to do, you 
have all the good luck you need. 

From Fitchburg Papers, house magazine 
of Fitchburg Paper Co., Fitchburg, Mass 


Paper is fifth in the U.S. in dollar vol 
ume, exceeded only by automobiles, meat, 
steel and petroleum 

From: Philosopher, house magazine of 


The KVP Co., Kalamazoo, Mich. 
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THE PHILOSOPHERS 


(Comments by H. H., Sr.) 


There are only a few outstanding 
house magazine editors in the country 

. the kind who write general ob- 
servations or business philosophy 
such men as Wiliiam Feather, Thomas 
Dreier, Wilferd Peterson, Gerald Bath, 
Harry Higdon Joe Kesslinger s<« + oe 
mention some of the top drawer. We ve 
been reading these fellows for years 
and it seems that the years have mel- 
lowed and matured them. Their copy 
has bettered. One of my monthly 
favorites and must-reading is Joe Kess- 
linger’s Back Talk. Joe is head of his 
own agency at 37 Saybrook PL., 
Newark 2, N. J.... 
to tackle any subject. He is good for 
advertising, politics and business for 


and he’s not afraid 


he exposes sham and subterfuge. 


We liked Joe’s reactions to the (Quiz 
Show Scandals. You might like to 


read them.too. 


This is a hard thing for me to do. Be 
ing in the agency business, I hate to sit 
in judgment on the agencies that were 
mixed up with the quiz scandal. My first 
thought was, “This was never advertising 
It was show business, the circus, wrest 
ing.” But | couldn't shake my feeling of 


depression 


For 36 years | have toiled in these fields, 
hoping that | was contributing my mite to 
professional 


its maturity, dignity § and 


standing. 


What do | say when a prospect smears 
all advertising men with the same brush? 
There are those who hold that an agency 
will do anything in its mad pursuit of its 
15 percent 


One thing the expose did for me was 
to restore a badly deflated ego. Listening 
and watching those scintillating exhibi 
tions of mental gymnastics, | told myself 
that although | was fairly informed on 
many things. | couldn't pretend expert 
ness in any category To compound my 
feeling of inferiority, those little ten-year 
old pishers came along to further dumb 
found me with their glib knowledge of 
screntify subjects of which | had not 


even a smattering of ignorance 


So, as a layman | now feel better 
But what about the 
arated from the entertainment part of the 
contribut 


commercials, se p 


show? How many agencies are 
ing to fraudulent practices in the prepara 
commercials? It has been charged 
its superi 


tion oft 
that one cleanser demonstrates 
ority over poor brand X by concealing 
sandpaper under the sponge. It has been 
further charged that one wax outshines 
all competing brands by waxing its sec 
tion of table or floor fifty times before 


the cameras start rolling 


The $10 billion advertising business is 
in danger of getting a black eye because 
modern showmanship was permitted to 
stray far 


“license.” It is permissible for a 


beyond normal advertising 
company 
to say its product is the best because 


it is expected that natural pride could 
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make this an honest conviction. But prov 
ing that a product is better by the use of 
fraudulent comparisons is quite another 
matter. 

What bothers me is that censorship, with 
all its inherent evils, may take over the 
job of policing advertising. A little old 
fashioned honesty can still save the day. 
We shall have to convince Washington 
that we can clean our own house 

Withal, I have deep sympathy for 
Charles Van Doren. Without admiring his 
weakness in falling for the wiles of the 
wolves, | see no point in having a righteous 
orgy over the young man’s misery. What 
more must he do to expiate his shame 
lie prostrate on the doorsill of Columbia 
and allow the pedestrians to trample him 
to death? 

The thing that made me see red was 


the action of Columbia’s trustees in firing 
him out of hand. These fine Christian 
gentlemen doubtless have spotless souls 
and have never erred in any action of their 
lives, hence can afford to essay the role 
of the Almighty 

“Vengeance is mine, saith the Lord,” or 
have they never read the Bible? 

I am not a man who gets swept up with 
causes and signs petitions or sends tele 
grams. Nevertheless, before NBC made 
known its decision about Van Doren’s fu 
ture with the network, | sent the following 
telegram to General Sarnoff: 

URGE NBC NOT JOIN PROGRAM AGAINST VAN 
DOREN STOP THIS IS A TIME FOR SIMPLI 
HUMANITY STOP IS YOUR NETWORK ENTIRELY 
BLAMELESS OLESTION 


J. M. KESSLINGER @ 


neatest trick of the year...cutting a price in half 


for Hlt fl Ola 


NOW 50¢ A WORD for film lettering by The Greatest 
Exponent of Trick Photography and Process 
Lettering Since 1937. Get 2 words for the former 
price of one!...no exceptions...Scripts or Roman 


...every style in our complete Film Lettering 
Library...usual 24 hour service...mail deliveries 
anywhere in U.S.A. Order by name from Style 
Specimen Book sent on receipt of 25c to cover 


postage and handling. tho 
PLaza 3-4943 Z Co., Inc., 


305 East 46th St., N. Y. 17 








All details handled by mei! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Dortnell Gold Medal . 


Awords . 
Editer of IMP, “The world’s emaiiest 
house organ” 





ENTERTAINMENT COSTS 
CAN EAT YOU UP 


You can get plenty of business by entertaining 
at conventions, expensive night clubs, ot an 
Arizona ranch, Canadian cabin or Florida 
yacht basin. You'll get orders but their cost 
will play hob with your sales budget. The trick 
is to do as much entertaining as possible ot 
a cost of dimes instead of dollors. You can 
do it with the motto campaign. it's economical, 
effective, exclusive. Write on your business 
letterhead for information 


LET'S HAVE 


md | 
BETTER MOTTOES ASSOCIATION we i! 
2127 East Ninth St io al 


Cleveland 15, Ohio 


PACK POWER IN YOUR MAIL! 


Direct Mail problems solved — from creation 
of single pieces or campaigns to design and 


of complete private plants Write 


BERNARD A. ROSS 
DIRECT MAIL CONSULTANT 
1427 Lucas St. Lovis 3, Mo 


layout 


MAIL ORDER LISTS 


Write for information—Ask for Group No.5 


ROSK 
EXECUTIVE LISTS 


Write for Information—Ask for Group No. 2 


ROSK 
Farmer’s Names 


Write for information—Ask for Group No. 3 


ROSK 
PREMIUM LISTS 


Write for information—Ask for Group No. 4 


ROSK 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


JUST 
A LITTLE 
BIT MORE 


The difficult situation involving pro- 
posed postage and parcel post increas- 
es was the subject of a talk by Harry 
Maginnis before the Poor Richard 
Club in Philadelphia January 5th. Mr. 
Maginnis is Executive Manager of the 
Associated Third Class Mail Users 
and an outspoken expert on postal af- 
fairs. You might be interested in this 
excerpt from his talk. 

“On many occasions I have appeared 
before and Senate Post Office 
Committees on behalf of my members. 
Every occasion I have asked by 
some legislator: ‘Can't your people 
stand just a little increase?’ 

“Well, it hasn’t seemed to do much 
7? to point out that a hike from Il 
to 2! 4c, figured on the most primitive 
ai tad 150°. The 
legislator can only see that 
penny and a half as a minute frag- 
ment of an inflated dollar. We cannot 
get him to multiply it by 12-billion 
pieces of bulk third class mail. He 
would then understand $180,000,000.” 

He went on to explain that lowering 
rates, not was the solu- 
tion to the postal problem. Additional 
cause third class 


He use 


been 


basis. is 
ordinary 


raising them, 


increases could only 
mail to echo the demise of the postal 
from 5 billion pier es at lec 
billion pices at 3c. You 
mathematics 


card 
down to Li. 
can apply the primitive 
to those figures too.@ 


PRODUCT LABELS 
CAUSING HEADACHES 


Textile manufacturers and others 
are worrying about the law passed 
last June which becomes effective 
March 3, 1960. Entitled “The Textile 
Fibre Products Identification Act” 
it is designed to protect consumers 
against false advertising and improper 
branding. Most of the product labels 
will have to be changed by next 
March. The pressing problem is .. . 
what to do with large inventories of 
labels now on hand. William S. Ep- 
stein, sales manager of Pilgrim Badge 
& Label Corp. of Boston has come up 
with an idea. 

In a bulletin to manufacturers ex- 
. he con- 

use of 


plaining provisions of Act 
cluded with his advice on 
obsolete labels: 

The promotional conscious organization 
could use these old labels in a direct mail 
program emphasizing the fact that you have 
known such and such a trademark 
and seen our label in this fashion for so 


us by 


42 


many years, now due to the Textile Prod- 
ucts Identification Act in compliance with 
the United States Government and our trust 
in the consumer, we will be changing our 
label. By utilizing this old label as a gim- 
mick in direct mail, more good will for the 
product can be brought about by utilizing 
the fact that the label might be different, 
but the quality remains the same as 


before. @ 


THE ODDEST 
THINGS PAY 
OFF SOMETIMES 


If you had a big mailing list and 
wanted to keep it as up-to-date as pos- 
sible, what would you do? Request 
Form 3547? Send out business reply 
cards for easy initialing? Include a 
self addressed stamped envelope ? Per- 
haps. 

Here’s another way to do it. Print 
a small coupon on the reverse side of 

o ovr sn 
your 9” x 12” mailing envelope and 
request that recipient fill in the cou- 
pon, cut it off the envelope, put it in 
his own envelope, address, stamp and 
mail it. Sound like a lot of trouble? 
Sound like it won’t work? 

Vic Baker, Advertising Manager for 
Howard Paper Mills Ltd., 2300 Sun 
Life Bldg.. Montreal Canada, dis- 
agrees. Here’s what he wrote us in an- 
swer to our query about this unusual 
list cleaning device: 

The mailing list “clean-up” 
which appears on the reverse side of our 
mailing envelopes has proved to be the 
most effective approach to date in solving 
a problem which plagues all of us. 

As requested in your letter of October 
30, | am happy to provide you with some 
brief details in this connection. Prior to 
using this list “cleaner-upper” we em- 
ployed most standard techniques and ob- 
tained pretty average results. Since using 
this latest solution, our responses have 
been phenomenal. 

Our general and carefully selected mail- 
ing lists total 14,000 names ranging from 
coast to coast in Canada and certain other 
countries. Previously, we receiving 
about 50 changes per month which in- 
cluded additions, deletions and changes. 
Since using the list cleaning coupon, we 
have been averaging about 300 changes 
per month. 

We have found that names on our mail- 
ing lists are responding to the reply box 
more promptly and in greater numbers 
than the business reply cards or any other 
gimmicks we have used in the 


coupon 


were 


special 
past. @ 


friendly in an ad in the 
friendly on radio and 
television. But you can be friendlier, and 
much more personal, with direct mail. 

From: Dutton Hayward, vice president of 
The Puget Sound National Bank, Tacoma, 
Wash., speaking at the Financial Public Re 
lations Assn. Bal Harbour, 
Fla. 


You can be 
paper. You can be 


convention in 
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DIRECT MAIL CLUBS 
IN THE USA 


We've spent the last few months compil- 
ing an up-to-date list of Direct Mail Clubs 
throughout the country getting all the 
facts on who's who, what's what, meeting 
dates, and contacts. If you're not a mem- 
ber of the club in your particular city, this 
information might be useful to you 
BOSTON, MASS. 

Mail Selling Club of Boston, Ruth Dondero, 

Secretary, Loomis & Company, 145 High 

Street (10 Meet: Thursday 


CHICAGO, ILL. 

The Mail Advertising Club of Chicago, 469 
East Ohio Street (11), John H. Reardon, Ex 
Sec 

1960 Officers: President, George Collins, Brit- 
tannica Press; Vice President, Alan Drey, 
Walter Drey, Inc.; 2nd Vice President, Robert 
Beine, Abbott Laboratories; Treasurer, Rich- 
ard Trenbeth, Art Institute of Chicago; Execu- 
tive Secretary (permanent) John H. Reardon 


DETROIT, MICH. 

Direct Mail Club of Detroit, Fred Kempster, 
Sec., Detroit Diesel Engine Div., General 
Motors Corp., 13400 W. Outer Drive (28) 
1960 Officers: President, Bruce Andrews, 
Stran-Steel Corp.; Ist Vice President, Carl 
Welti, Detroit Edison Company; 2nd Vice 
President, Robert A. VanderPyl, Advertising 
Letter Service, Inc.; Treasurer, Lester Fin- 
ley, National Bank of Detroit; Secretary, Fred 
Kempster, Detroit Diesel Engine Div., Gen- 
eral Motors Corp 


INDIANAPOLIS, IND 
Mail Box Sales Club, Wayne Farmer, Sec.- 
Treas., Cobb Shinn, 721 Union Street (25 
Meet: Wednesday 
1960 Officers: President, James Woodard, Pic- 
torial Publishers, Inc.; Vice President, Pong 
Flavin, Cupples-Hesse Corp.; Secretary-Treas- 
urer, Wayne Farmer, Cobb Shinn, Inc 


KANSAS CITY, MO 
The Kansas City Direct Mail Club, Vernon 
Fyke, Postal Life & Casualty Ins. Co., 612 
West 47th Street (12 


LOS ANGELES, CALIF. 
The Mail Advertising Club of Los Angeles, 
Miss Marie V. Carroll, Exec. Sec., Suite 1011, 


1680 N. Vine Street (28) 


MIAMI, FLA. 
Direct Mail Advertising Assn. of Greater 
Miami, Jack Durant, President, Elliott Ad- 
dressing Machine Company, 844 W. Flagler 
Street (35 


NEW YORK, N. Y. 
The Hundred Million Club, 575 Madison Ave- 
nue, New York 22, N. Y., Mary Clark, Secre- 
tary 


PHILADELPHIA, PA 
Philadelphia Direct Mail Club, Laura Perry, 
President, Lee Ramsdell & Co., Inc., 17th & 
Sansom Streets (3 9th Annual Direct 
Mail Day—April 20th, Bellevue-Stratford Ho- 
tel 


ST. LOUIS, MO. 
Direct Mail Club, Sim B. Comfort, Comfort 
Printing & Stationery Company, 200 South 
Seventh Street 


“YOU DON’T HAVE TO BE BIG TO 
BE GOOD: I think this is true all 
through the business world. I think it’s 
true of advertisers, and I think it’s true of 
agencies. You don’t have to be big to be 
good. I am in the agency business now. I 
am part of a compact agency, composed 
mostly of younger men who believe like I 
do that you can’t live in the breath of yes- 
terday, and that experience is only a guide 
and not a master.” 

So said Philip J. Kelly, vp of Lynn 
Baker, Inc., New York and new president 
of the N. Y. Sales Executives Club at 
spring meeting of the Association of Na 
tional Advertisers in Chicago. 
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A FUROR 
FINALLY ENDS 


Remember our report in the Novem- 
ber 1959 Reporter (page 46) about the 
furor over a treasure hunt conducted 
by 159 merchants in the Greater Plain- 
field, N. J. area? Although the post 
office department had cleared the idea 
of distributing keys, some of which 
would unlock the 159 treasure chests 
during a specified period . . . the local 
district attorney had tried to stop the 
project, claiming it was a violation of 
N. J. lottery law. 

The merchants and the Chamber of 
Commerce did not back down and the 
treasure hunt was a big success. But 
the latest news is that the district at- 
torney carried out his threat of pre- 


mt 


mailings 
cost 
less 
\ in Canada! 





MAIL INCANADATO CANADIANS! 


senting case to the grand jury. 

The grand jury met and deliberated 
and came out with a four-page present- 
ment. It did not indict anyone, but 
it verbally slapped the wrists of the 
Chamber of Commerce and the 159 
participating stores. The presentment 
claimed that the project should not 
have been undertaken even though it 
had been passed by federal authority. 
A silly end to a screwball case. But 
thanks to Anne Smith of FairMail 
Service in Plainfield for letting us 
know what happened. Incidentally, 
Anne is conducting a series of free 
direct mail educational clinics for her 
customers and prospects in the area. 
She is staging six evening meetings 
between January and June 9, 1960... 
each session featuring some prominent 
personage in direct mail. @ 


SAVE 50% ON POSTAGE 


when mailing to Canadian pros- 
pects and customers Third 
class mailing in Canada costs 


only 2¢ against 4¢ in U.S. 


For reliable envelope service write 


EN 
ae” 





GARDENERLISTS 


Write for Information—Ask for Group No. 1 


ROSKA 


POST OFFICE BOX 855 
KANSAS CITY 41, MO. 


1070 Queen St. E., ~ 
Toronto 8, Ontario Dept. 9P1 





“Subliminal” Advertising 


Ads, letters, literature with instantaneous 
appeal — that tells story at a glance and 
leaves lasting impression 


“That Fellow Bott” © 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 








Your name 
Firm Name 
Address 
City State 


~ 
GET YOUR NAME ON THIS MAILING LIST! 


WE ARE A NEW FIRM OF MAILING LIST BROKERS — 
but we have years of experience and know how. 


ANEW FIRM-WITH A NEW OUTLOOK - AND NEW LISTS! 


If you rent mailing lists, get your name on our list. You'll receive informative 
new list cards as iswed- we COST OR OBLIGATION TO YOU! 
ee ee ee OE ee 


JUST FILL IN, CLIP TO YOUR LETTERHEAD AND MAIL TODAY! 


Phone No 


ANNETTE BRODSKY 











MAILING LISTS, INC. 


Was 10 EAST 39th STREET » NEW YORK 16, N. Y. & MUrray Hill 3-1356 











Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two liners and 
OCCUPANT; accuracy and delivery guaran 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y. 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 €£. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


CANADA'S BEST MAILING LIST 





275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontario 





COLOR LITHOGRAPHY 


Multi-color litho 1 or 2 sides of sheet at less 
than you'd expect to pay for 1 color 1 side 
Specializing in LETTERS, FOLDERS, ORDER 
FORMS 25M to IMM. On press numbering 
perforating, imprinting. Samples, Estimates no 
obligation. Wedgewood Press, 131 Varick St 
N. Y. C. OR 5.2213 





EQUIPMENT FOR SALE 


Addressograph Equipment 
#195 automatic suction feeder for #1900 ad 
dressograph, with automatic stops & conveyor 
stacker. Best offer considered. M. Willig, Am 
plex Corp., 214 Glen Cove Rd., Carle Place, 
L. t., Ploneer 7-8877 


East-West Elliott Addressing Machine with 
Electric Selector for sale. Also DSJ Varityper 
Both used very little 

The Stobbs Press, Worcester 8, Mass 


2 Bunn Tying Machines for sale. 10’ 2 Wrap 
Cross Tie $400.00 each. Fully rebuilt—Wwill 
tie 10° x 10°. Gus Caravalla, 311 Jackson 
St., Tampa, Fla 





EQUIPMENT WANTED 


WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga 


Pollard-Alling Model KX Addresser with Che 
shire punch. Harry Turner & Associates, Inc 
1801 Gage, Topeka, Kansas 


SPEEDAUMAT INSTALLATION 
Complete or part. Automatic feed, cabinets 
trays, Graphotype. Give Serial Numbers, Con 
dition, Price. Box 25, The Reporter of Direct 
Mail Advertising 





FREE LANCE 
DIRECT MAIL “PRO”: free lance consultant with 
brilliant success record with publishers, mfrs., 
agencies. Truly professional copy and design 
services available on modest fee basis. Free con 
sultation. Box 21, Reporter of Direct Mail 
Advertising 
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FREE MAILING LISTS 





OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-!nstitutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillweli 4-5922 





MAILING LISTS 


MAILING LISTS 500,000 carefully selected 
names in Protestant field. Individual lists of 
clergymen, laymen and laywomen, Religious 
Education Directors, Bible Teachers, Chaplains, 
Youth Leaders and many others. Write for free 
brochure “Protestant Religious Lists”, Macfar- 
land Company, Box 540-D, Westfield, New 
Jersey 


MAILING LISTS 400,000 CAREFULLY SE- 
LECTED names in the Agricultural Field. In- 
dividual lists of Potato Growers, Tomato 
Growers, Corn Growers, Canners, Shippers, 
Dealers and many other categories. Write for 
free brochure “Agricultural Lists”, Macfarland 
Co., Box 540-D, Westfield, New Jersey. 


5,000 NEW SUBURBAN HOME OWNERS! JUST 
COMPILED on labels. 1,000—$20.00; 5,000— 
$90.00. New Brides and Mothers compiled 
weekly for $12.50—1,000. Future Brides, City 
Home Owners, Automobile Owners, Business 
& Professional Men, Contest Winners, Tornado 
Contributors and other classifications. Special 
compilations. State your requirements 


KADLECK BUSINESS SERVICE 
4031-DM Clayton Ave., St. Lovis 10, Mo 


For sale—500,000 names on gummed labels 
300,000 in towns under 10,000 and 200,000 
in towns under 5,000 from late 1959 Dun and 
Bradstreet book. Various categories, all states 
Both lists are different. Only $5.00 per thou 
sand F. O. B. Chicago. Pritikin Furniture Com 
pany, 1000 West Roosevelt Road, Chicago 8 
Ilinois 


130,000 New Car, Truck Dealers, Independent 
Repair Shops, Automotive Jobbers, Service Sta- 
tions, Fleet Owners. Owners, Executives, Mona- 
gers. Material cddressed same week. Guaran- 
teed postage all returns over 112%. Selections 
by states only. $20.00 per Thousand. 10,000 
or more, $15.00. 50,000 or more, $14.00. 
CIRCULATION DEPARTMENT, AUTOMOTIVE 
SERVICE DIGEST, 900 S. Wabash, Chi. 5, Ill 


Direct Mail Proven Buyers. Over 790,000 Alpha 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 





MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO. 

40 W. 15th St., N. Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 6-4334 





MONEY MAKING OPPORTUNITIES 


“HOW TO WRITE LETTERS THAT SELL’’—com- 
pact manual by expert brings you powerful 
weapon for success in any field. $2.95 Post- 
paid. Money back guarantee. Literature free. 
Helinger, East Syracuse 3, N. Y. 





OFFSET CUTOUTS 

DE LUXE CLIP BOOK NO. 1 contains 1000 
alphabetized promotional heading specimens 
for offset reproduction. Sales ideas galore, in 
various lettering styles. Many reverses. 40 
pages, 8x10% in. Was $5.00, now only $4.00 
postpaid. 

A. A. ARCHBOLD, PUBLISHER 

419K S. Main St. Burbank, Calif. 





PARTNER WANTED 


YOUNG PROGRESSIVE FIRM seeks third part- 
ner. Must have creative selling talent plus 
some funds to invest into a going Chicago 
Direct Mail Service company. Write Box 23, 
The Reporter of Direct Mail Advertising 





PERSONALIZED COSTUME JEWELRY 
FOR YOUR DIRECT MAIL! 


Large mailers have tested and proven that 
these items ore big mail order profit makers 
Girls and men go for it in a big way. Write 
Box No. 24, The Reporter of Direct Mail Ad 
vertising 





SPEEDAUMAT ZINC PLATES 


New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, occurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guaranteed 
Cost — Speedaumat — $35.50 per M, Freight 
Prepaid (1,000 miles). Other plate prices on 
request send details 

ADVERTISERS ADDRESSING SYSTEM 

703 N. 16th St., St. Lovis 3, Mo. 


THE REPORTER OF DIRECT MAIL ADVERTISING 








NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 











Brian D. Bennett new special service rep- 
resentative of Archer-Bennett List Ser- 
vice, N. Y. C. .. . Melvin Berlin appoint- 
ed sales promotion manager for Ansa- 
Letter, a new pocketed reply sales letter 
format, produced by Latham Process 
Corp., N. Y. C. . . . Michael G. Caparon 
promoted to manager of the advertising 
department of The Dobeckmun Com- 
pany, a division of Dow Chemical, Cleve- 
land, Ohio. Brad Clark appointed 
national sales manager for Radiant Color 
Co., Oakland, Calif. manufacturers of 
fluorescent coated products and printing 
compositions James A. Collins, for- 
merly with BBD&O appointed advertis 
ing and sales promotion manager, 
Houghton Labs., Inc., Olean, N. Y 

George Cullinan has opened his own ad- 
vertising agency at Civic Opera Bldg., 
Chicago. . . . Gerard D. Curtin now ad- 
vertising manager of Encyclopaedia Brit- 
tannica, Inc., Chicago, Ill . Robert L. 
Fenton has been named circulation direc- 
tor of the Catholic Digest, 44 E. 53rd 
mig Oe Bee Photostat Corporation, 
Rochester, N. Y., has appointed George 
W. Greble manager of advertising and 
sales promotion and coordinator of dealer 
relationships New managing editor 
of Popular Mechanics Magazine is Clif- 
ford B. Hicks. Succeeds the late W ayne 
Whittaker. . . . Dick Hodgson, executive 
editor of Advertising Requirements and 
Industrial Marketing, now president of 
American Marketing Services, Inc., Bos- 
ton. . . . Robert Kahl, vice president in 
charge of marketing, Borden Foods Com- 


SALES PROMOTION — FREE-LANCE 


Copy, concepts, campaigns . . . ads, mailers, 
catalogs, newsletters, presentations, name it 

fast, fresh, finished, fruitful . . . firm 
estimates . . . Free Fact File: MU 3-1455, the 
copy shop, 270 Madison Ave., NYC 16. 





VIEWERS AND COLOR SLIDES 


We manufacture ali types flat-mailing, low-cost 
VIEWERS, color SLIDES & FILMSTRIPS. Free 
Advice, Samples. Stereo-Magniscope, Inc., D.M., 
40-31 81 St., Elmhurst 73, N. ¥.C. DE 5-0027 





HELP WANTED 


MAILING LIST SALESMAN with following: by 
experienced compiler — OBJECT, setting up 
own business. R. D. Marshall, 2842 Sheridan 
Rd., Chicago 14, Illinois 


FEBRUARY, 1960 


pany, named Chairman of the Advertis- 
ing Research Committee of the Assn. of 
National Advertisers. Joseph M. 
Kessler, now advertising promotion man- 
ager of Supermarket News, a Fairchild 
publication. Edward N. Mayer, Jr. 
now vice president and general manager 
of the New York office of Dickie-Ray- 
mond, Inc. . . . G. Frederick Mullen, 
veteran news correspondent and former 
director of public relations for the US 
Dept. of Justice, has joined Robert D 
Eckhouse & Associates, industrial and 
financial public relations counselors. 
Earl W. Prestrud, veteran sales and ad 
ministrative executive with Brown & Bige 
low, St. Paul, Minn., was named director 
of marketing for the advertising special- 
ties house. J. S. Roberts, executive 
secretary of the Atlanta Ad Club and 
former DMAA president, appointed 
southeastern vice president of Alpha Del- 
ta Sigma, professional advertising fra- 
ternity. . . . Appointment of John E. 
Rowan as vice president and creative di- 
rector of Grant Advertising, Inc., Chicago 
Nicholas Samstag resigned as pro- 
motion director of Time, Inc., and will 
serve in an advisory rather than super- 
visory capacity. Will also operate his own 
consulting company J. Wallace Scott, 
of Allen, Lane & Scott, Philadelphia, 
nominated the “Man of the Year in the 
Graphic Arts Industry” at Printing Week 
luncheon meeting on January 18th 
Al N. Seares, immediate past president of 
National Sales Executives, International, 


has been elected president of Alderson 


MAIL ORDER MANAGER 

Man or Woman 
We are trying to help one of our clients fill 
a somewhat unique position. This client is a 
fast growing financial publishing firm in the 
Boston area. Much of their business comes 
from direct selling by mail. To maintain their 
present growth pace they need an experi 
enced mail order manager either man or 
woman. The primary function of this position 
would be to expand our client's mail order 
market by improved control and testing of 
mailing lists; keeping accurate scehdules of 
production and mailing costs and projecting 
results and budgets. The salary is open. If you 
feel you have the background, and you are 
interested in this opportunity, please spell out 
your qualifications in writing to us immedi 
ately. Our client's staff knows of this opening 
Write, in strictest confidence: Dept. M, Doremus 
& Company, Advertising, 60 Batterymarch St 
Boston 10, Mass 


Associates, Inc., Philadelphia marketing 
and management counselors Appoint- 
ment of Fred L. Shaw, well-known De- 
troit advertising executive, to the staff of 
LaRue, Cleveland, Inc. Robert T. 
Irecek appointed advertising assistant of 
Young Radiator Co., Racine, Wis. 

Ben Warner, Jr. new advertising manager 
for the western division of Collins Radio 
Company, Burbank, Calif... . / Alfred A. 
Whittaker, vice president and director of 
advertising, Bristol-Myers Products Di- 
vision, is chairman of the 1960 Annual 
Media Awards sponsored by Media/ scope 
Magazine. The Association of Na- 
tional Advertisers will hold its Fifth An- 
nual Workshop on “Advertising to Busi- 
ness and Industry” Thursday, April 21st, 
Hotel Plaza, N. Y. C. . . . The Hawthorn 
Books division of Prentice-Hall has an- 
nounced appointment of Friend-Reiss Ad- 
vertising, Inc. of N. Y. C. . . . Effective 
Feb. 1, 1960, Maxwell Sackheim & Co., 
Inc. will be succeeded by Maxwell Sack- 
heim-Franklin Bruck, Inc., 545 Madison 
Ave., N. ¥. C.... The Gulf Coast Chap- 
ter of the MASA will host the 7th Annual 
Conference of the Southwest Mail Pro 
ducers Guild in Houston, April 1, 2 and 
3, at the Rice Hotel. Guild president, 
L. U. Kaiser is general chairman 

George R. Bryant of George Bryant & 
Staff, has been elected chairman of the 
National Council of Mailing List Brok- 
ers. Eileen Bennett of Archer-Bennett 
List Service, vice-chairman. Other officers, 
Theodore Hirsch, People in Places, secre 
tary; Edith Crane, Names Unlimited, 
treasurer Boston Ad Club held Di- 
rect Mail Day on January 19th and heard 
featured speaker Nicholas Samstag. 

Merrill F. 'lyer, Robert S. Parker and 
Roy G. Ljungren have been named to 
new positions in the advertising and pub 
lic relations division of The Standard 
Register Company, Dayton 1, Ohio 

Annette Brodsky and Jordan M. Lowen- 
stein announced formation new mailing 
list brokerage firm—Accredited Mailing 
Lists, Inc., 10 E. 39th St. N. ¥. Cc. @ 


SITUATION WANTED 


Direct Mail Supervisor with many years of ex- 
perience in Retail and Specialized Advertise 
ment campaigns desires position in Greater 
New York or Eastern Seaboard Area. Fully 
versed in catalog preparation, copy writing, 
List Maintenance. Electronic background. Box 
#22. The Reporter of Direct Mail Advertising. 





MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following 

New York City Area .. . Mr. J. Dudley Brod 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. 1., New York 
National Miss Ruth L. Laguna, Direct Mail 
Advertising Association, 3 East 57th St., New 
York 22, New York 





Direct Mail 


ADDRESSING 


Creative Mailing Service, Ine 460 N. Main, Freeport, N. ¥ 


ADDRESSING AND MAILING 


400 Nordhof Place, Englewood, N 


ADDRESSING — TRADE 


Heimar ? i llith 8 Richmond Hill 18, N. ¥ 
Monaco's Ne 148 lhunwoodie Road, West Islip, N. Y¥ MO 
Monaco 's ervi 280 Higbie Lane, Wes , N. ¥. (MO 
as 458 17 a Fifth Avenue, N. ¥ N. ¥ 


ADVERTISING AGENCIES SPECIALIZING IN DIRECT MAIL 


Orga i "hil s Nat'l Bank Bidg I 


ADVERTISING ART 


A. A. Archbold phish 419 South Ma Street, Burbank, Calif. (TH 2 
idee Art S07 Fifth Avenue, New Yor New York (MU 6-1270) 
Harry Volk, Jr ‘ 1 ntville 3, New Jersey 


ADVERTISING SPECIALTIES 


Piezo lettering Co., lr 305 East 46th Street, New Yor 17 Y PL, 3.4943) 
Gries Keproducer Corp 125 Meechwood Ave., New ihechelle, * Y. (NE 383-8600) 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service.3744 N. Clark St., Chicage 13, IM (EA 71-5496) 


BOOKS 
! 

‘ I al Keor i606 A " m Texas 
Heporter of Direct Mali 7 Garden 
Degs That Climb Trees . . 

To Get The Right Start In Direct Advertising 
How To Think About Direct Mail 

To Think About letters 

7 Think About Readership of Direct Mail 

Direct Mall Solves Management Problems 

To Think About Showmanship in Direct Mail 

To Think About Mail Order 

To Think About Production and Malling 

To Think About Industrial Direct Mail 


COLLECTIONS 


Arrow Service 9 Yates Street, Schenectady 5, New York 


COPYWRITERS (Free Lance) 


Paul J. Bringe 4521 North 35th Street. Milwaukee 9. Wis 

he t ‘ Ma mn Avenue, New York 16, N. ¥ MU 3-1 
Retty Mathew oper A Upper Montclair, N. J. (PI 6-535 
Orville EB "Reed 106 N. State St., Howell, Mich. (Tel: 65) 


COOPERATIVE MAILINGS 
The Roskam Company P.O. Box 855, Kansas City 41, Missour! (TA 2-1881 


DIRECT MAIL AGENCIES 


Ahrend Associates, Inc 601 Madison Ave., N. Y. 22. N. Y. (PL 1-0312) 
American Mall Advertisi r 010 Newbury Street Reetan 1 Vase 
nT A Himaise ‘ alt r t ls how N. W I Et ” ¢ 
Borkowsk! A-tvertising a St.. South Bend 1. Indiana (CE 2-1405) 
Leo P. Bott Ir ‘ Bied.. Chi. 4. Il. (HA 7-9187 
The Rieckley Organtzatior National Rank Ridg Phila. 7. Pa 
hase & Richardson, It 52 th ve New York 18. N. Y¥. (LA 4-4260) 
Dickie- Rave 1 , , e¢, New York, N. Y. (MU 6-2280 
Direct Ma Service 

1141 Monroe Drive. N. E x 13446, Atlanta 24. Georgia (TR 3221) 
Rert Garmise Assoctates, 1 on ¥ t 48th St New York 17. NV Y¥. ¢yT’ Rnan) 
Harrison Rervice Ine 10 Fast 50th Street. New York **. N ¥ ri aon 
The (rea rr 

f Ja ‘ . I af ivth St N y N Y Mt ( 

tohn VM lard & Co 171 Newbury Street. Boston 16, Mass. (C0) 1020 
Harold Marshall Adver Ine 
17] Madison Ave. N.Y. 18. N.Y. (MTT @-s00° 
MeVicker & Higginbotham 11 West 42nd St... New York 34. N. Y. (OX 5-4082 
nL Street. Detroit 31. Mich (Wo 1.9479 
Renty ? Park W.. WN Y. 23. N.Y. (€T &-a118 
Reply Michigan Ave.. Chicago 11. Til. (MT 2-9858 
Renty fice Square, Roston 9. Mass. (HA &.155* 
Reply 1750 E 28rd St.. Cleveland 1, Ohio (PR 1-8470 


o ecee ° 14708 Dexter Bivd., Detroit 32, Mich. (DI 1-2221) 

Oo occcee 2515 Mail-Well Drive, Portland 2, Ore. (OL 4-3141) 

0 cece wees Bay Shore Bivd, San Francisco, Calif. (JU 6-2267) 

;-O ees .».-Inner Court, 33 Scott St., Toronto 1, Canadas (EM 3-879T) 
ly-O- Leer 167 Queen Street, Brisbane, Australis (82411) 
Kesponda Letter 411 South Sangamon Street, Chicago 7, Llinois ert 6-9878) 
Kesponda Letter New York Office, (EN 6530) 
The Rylander Co........ .216 'W. Jackson Bivd, Chicago, Ill. (RA 6-4760) 
The Smith Company ssseceess-67 Beale St., San Francisco, Calif. (SU 1-6564) 
Tallman, Smith & Associ: 410 N. Michigan, Chicago 1, Illinois (WH 3-0608) 


DIRECT MAIL EQUIPMENT 


Bell & Howell Phillipsburg. Phillipsburg, New Jersey 

8B. H. Bunn Co. 7605 8 Vincennes Ave.. Chicago 20, LiL, (HU 38-4455) 

Cheshire Mailing Machines. ‘Ine... .1644 No. Honore Street Chicago 22, Illinois 

Davidson Corporation 29 Ryerson Street, Brook} N. ¥ 8 

Rastman Kodak Company Roche 

Felins Tying Machine (o. 3351 N. 35th St, Milwaukee | 16. Wis. (HI 5 
stional Bundle Tyer Co Blissfie M ‘ BL 

Pitney-Bowes, Inc.... eee Stamferd, Conn 

Scriptomatic, Ine... ........+.66 310 N. llth St., Phila. 7, Pa 

Thomas Collators, Inc..... 0 Church St., New York 7, N ° 7 

Chauncey Wing's Sons..... occcccee 78 Pierce Street, Greenfield, Mase 


DIRECT MAIL SPECIALTIES 


Let's Have Better Mottoes Assn., Inc 
2123 East Ninth St., Cleveland 15, Ohio (SU 1-4220 


ELLIOTT STENCIL CUTTING 


Allee Business Service, Inc., 32-15 33rd St., Long Island City 6, N. ¥. (AS 8-4302) 
Creative Mailing Service. . N. Main St, Freeport, N. ¥. (FR 8-4830) 
Biliot Addressing Machine Co Leonard St., New York 13, N. ¥. (WA 56-1372) 


ENVELOPES 


The American Paper Products Co. 

Envelope Terrace, Southern Bivd. at McClurg Rd., Youngstown, Ohio (SK 8.4545) 
Atlanta Envelope Co P. Box 1267, Atlanta 1 Ga TR 6-3686) 
Berlin & Jones Company. . ssekeanel ; &.. N 1 (WA 4-4400) 
The Bostun Envelope Co. e ae 3 Dedham, Sines (FA 5-6700) 
Couples-Hesse Company } East Madison, Des M 3, ma (AM 2-5696) 

ipples-Hesse Company ° Michigan Ave., roit 16, & 7 60) 

pples-Hesse Company... 175 N. Kingshighway, s ) ‘ KV 0 

1000, Inc ° -.«-1000 University Aven § Minnesota 
Tullar Envelope Co. 2139 Howard St, Detroit’ 16, 5-2700) 
City Envelope Co. 3001 N Rockwell St... Chi ‘ OT 3600) 

Globe Envelope, Lid... 70 Queens 8 E Toronto 8, t , 

The Gray Envelope Mfg. Co ; 55 33rd St. ‘Brooklyn 32 

Heco Envelope Co 4500 Cortland S&., Chi 

Northeastern Envelope Manufactu . 2 Prince St Skiyr 

Re chester Envelope Co 72 C St.. Rochester 14 

Cupple Envelope Co Ime ir St Brook!l 
The Stanc lard Envelope Co .. 40th St.. Cleveland 14 
Tension Envelope Corporatic l ‘ampb Kansas ( x 

New York ; St u ; Minneapolis 1; Des Moines 14 
Transo Envelope Co . : Kimball Av Chicago 18, Il 

Plants in New York, Chicago, Los Angeles a es in - Pema 
United States Envelope Co.... 217 Broadway Y 7 
Wolf Detroit Envelope Co. 14700 Dexter Bivd., Detroit 32 ‘Mitch (Dl 1 


ENVELOPE SPECIALTIES 


Curtis 1000 Inc 150 Vanderbilt Ave.. W. Ha ptees 16, Conn. (JA 
Garden City Envelope Co 3001 N. Rockwell St, 18, Ill, (COT 
Heco Envelope Co 4500 Cortland St, cnt 39, Ill. (CA 
Northeastern Envelope Manufac tu t 2 Prince St., Bklyn 1, N.Y 1A 
Tension EF pe Corpor } t mpbell, Kansas City 8, Mo. (GR 
The Sawdon Company r mn Ave New York 17, N.Y yt 
The Wolf Envelope Co. 1749-81 E. 22nd St., Cleveland 1, O. (PR 


FOREIGN MAILINGS 


llon-Agnew Associates New York, Amsterdam, Paris 

10 East 49th Street, New York 17, N. Y. (PL 2-0170 

R Ain A Son, Ltd , , Kent Street aU - “KL AND S.E. 1 a Zealand 
Manvel Carag Barce 

Cc F hones Direct Mail A/S oseee ies thusgt. 8 y= thy FE ee 


INSERTING SERVICE — AUTOMATIC MACHINE 


tors of America Inc. New Yor 
. ‘ 100 Ma m A w York 
ony ngs I Nationwide 754 4th Ave Brooklyr - = 
r 0 Associates 1745 Broadway. New York, N. ¥ 
Ore . Maili ng Service 480 North Main St.. Freeport. N. Y¥ 
D h A Electronic Mailers 918 N. 4th Street, Milwaukee 2, Wisconsin (BR 3 7852) 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Lemarge Mailing § . 417 8S. Jefferson Street, 
Maiimasters, inc. a .460 Nordhoff Place, gi N. J. 
Mailings Incorporated... ... 55 West 13th St., New York 11, N. ¥. 

The Roskam Company P.O. Box 855, Kansas City 41, Missouri (TA 


LABEL PASTERS 
levin Machine Co 281 North St., Teterboro, N. J 


LABELS 
385 Gerard Ave., New York 51, N. Y. 
eoeeeess Framingham, Mass 
7 Cortlandt St., Belleville 9, N. J 


Allen Hollanaer ve., inc 
Dennison Mfg ° 
Ever Ready Label Corp 
LETTERS 
Responda Letter ..411 South Sangamon Street, Chicago 7, Illinols (MO 6-9878) 
Responda Letter ° ~eeeeeesNew York Office, (EN 6530) 
LETTER GADGETS 


Hewig Co.. ° . 45 W. 45th St., N. Y¥. 36, N. ¥. ( 
Robert Straub & Co ° 542 South Dearborn St., Chicago 5, IL. (V 
LETTERHEADS 


1010 Jefferson Ave Memphis, Tenn. (BR 


JU 2-2186) 
VA 2-1881) 


Brunner, Inc., Printers-Lithogray 


MAIL ADVERTISING SERVICES (Lettershops) 


BROOKLYN 

Valco Reproduction & Mailing Service, Inc 
1715 Ave. Z, Bklyn. 35, N. ¥. (SH 38-5235) 

CINCINNATI 

DMR Advertising 


CLEVELAND 
Robert Silverman, Inc . 1270 Ontario Street (13) (CH 1-6575) 


OETROIT 

Advertising Distributors of Awmerica, 4444 Cass Ave. (1) (TE 38-0500) 
Advertising Letter Service 2930 Jefferson Kast, (7) (LO 7-9535) 
National Mailing Corp.. 6201 Grand River Ave., (8), (TY 8-2611) 
KR. L. Polk & Co Howard St. (31) (WO 7 


4616 Red Bank Road (27) (BR 3200) 


Loe 5 ORE SS 
Kru Ady. Mailing Serv 2390 W. Pico Bivd. (6) (DU 5 
The Malling House 1019 N. Madisen Avenue, Los Angeles 29, Calif. (NO 5 


MIAMI, FLORIDA 
Ace letier Service Co 


MINNEAPOLIS 
Gile Letter Service 


NEW YORK CITY 

Advertisers Mailing Service, Inc..45 West 18th St., New York, 
Chase Direct Mail Service Corp 12 E. 46th St 
Circulation Associates 1745 aa dway, New York, 
Latham Process Corporati 00 Hu Street, N. Y. 13, 
Mailings Incorporated > West 13th 
Mary Ellen Clancy Company 250 Park Avenue, New York 17, N 
St. John’s Associates, In W } Street, New York 3¢ 


3800 N.E. let Avenue (PL 7 


723 Third Ave., 8 


PHILADELPHIA 

Woodington Mail Advertising Serv 
PITTSBURGH 

Advertisers Associates, In «++++-1627 Penn Avenue (AT 
ROCHESTER, NEW YORK 

Ayer & Streb. . 15 South Avenue (BA 6340) 
SAN FRANCISCO 


The Letter Shop cocccce 67 Beale St. (SU 1-6584 
The Smith Company 67 Beale Street Ss 6564) 


ST. LOUIS 
The Alan Company 1427 Lucas Avenue 
WESTFIELD, NEW JERSEY 


Union County Printing & Mailing Service 
233 North Avenue, Westfield, N. J 


-1304 Arch St., (7) 


MAILING LISTS — BROKERS 


Accredit Ma g I I 0 Hast 30th St 
New York lf 

Archer-Bennett List Service, Inc 140 W. 55th St., N. Y¥. ly, 
George > hog _ Staff. 71 Grand Avenue, Englewood, 
The Coolidge In 125 East 23rd St, N. Y¥. 
Dependable Mailing List s Inc 381 4th Ave., N. ¥ 
Walter Drey, Inc 
Walter Drey, Inc 257 Y. 
Eli Kogos. eusces 420 Main Street, Webster, Massachusetts 
Guild Co. , ° ; 160 Engle St., Englewood, N. 
Walter Kari, Inc ° Armonk, N 
Lewis Kleid, 25 West 45th St., New York 36, N. 
Ceil Levine Screened Malling Lists 

Fisk Building, 250 W. 57th 8t., N. ¥. 19, Pa me (JU 6 
Willa Maddern, Inc 215 4th Ave., N. Y Y. (8 
Mosely Mail Order List Sers 38 Newbury St., Boston 6. en: (co 
Names Unlimited, Inc 352 Fourth Avenue, New York 10, N. ¥ 
People in Places, Inc 41 Fifth Ave., New York 3, N 
Planned Circulatior 19 West 44th Street, New York 36 
William M Proft Peon no nog ° ‘ 42 sy St., Orange, N.J. (OR 
Richard Buel ociates, I 

Y 


§ 19. N 
The Roskam Company “Kansas Giiy "a, Missouri! , 
C. H. “Hank” Ruby & Co., I 83 y. 5ist St., N. ¥. 19, N. ¥. (JU 
Sanford Evans & Co., LAd., 15 t AY Winnipeg 2. Mar Car WH 2-6 
William Stroh. Jr 58-570 sath St., West New York, N. J. (UN 4-4800) 
James E. True Associates 419 Fourth Avenue, New York, N. Y. (MU 9-0050) 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE. COMPARE NAME IN gt WITH LISTING 
BELOW OR COMPILERS & OWNEI 


Business, Professional Lists ...(Ed Burnett Inc.) 
Hirect Mall Users 18.500 .(Reporter of DM) 
Fi Lists E-Z Addressing Ser t 

fund Raising Lists ° (Wm. M. Proft Associates) 
Opportunity Seekers and Start In Business oe 200.000 (William Stroh, Jr.) 


MAILING LISTS — COMPILERS & OWNERS 


Active Mail Order - Co ...241 Lafayette St., N.Y. 12 N.Y. (WA 5 2650) 
Albert Mailing _ 120 Liberty St.. N. ¥. (RE 2 

n Mailing Cor "ark Ave. South, N. Y. 10, N. Y¥. (AL 4-865 ) 
Associated yndnw th Service 613 ow Street, Port Huron, Mich. (YU 5 
Bookbuyers Lists, Ir 63 Broadway, N. Y N.Y. (WO 4-5 
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Buckley-Dement. . s+eeeee555 W. Jackson Blvd., Chicago 6, Ill. (HA 7-3862) 
Ed Burneu Inc....... 518 Sixth Avenue, N. ¥. 11, N. ¥. (AL 56-7177) 
Creative Mailing Service. . N. Mam St., Freeport, N. YX. (2 b-4580, 
Directory of Associations, Co., 
4l4 Book Bidg., Detroit 26, Mich. (WO 
Walter Drey, Inc. eee. “838 N. Alictagan Ave., Chi. 
Waiter Urey, ime +++-207 tn Ave, N, 
Vunhill Internationa: List -444 Fourth Ave., N. Y¥. . x. 6-870) 
b—4 Acuressuig Pe Washiugioa st, Xr. . ao 2-waye) 
bratz 5. Hotheimer eeee zgnd st, N. ¥. 10, (Um 4 prod 
industrial List Bureau 420 Main Street, Webster, Mass. (WE 278 
Keystone Mailing Service. : . 258 Broadway, N. Y. 7, N. (CO 1-6171- ry 
Mailing List Compilation Bureau 2570 Bast 18th Street, Brooklyn, N. . (SH $-5236) 
Manpower, siome Ulice—52v N. Pianxinwon, Milwaunee 3, Wisconsin 
lav Utices im Major Cities see Yellow Pages for Local Phone Numbers 
Market Compilation Bureau 
10561 Chandler Bivd., N. Hollywood, Catieonte (ST 17-5384) 
National Birth Record Company 16 West 19th Street, N. Y¥. 11, N. ¥. (OW 5 5760) 
239 North 4th ones Columbus, Ohio 
: Barclay St, N. Y. N. ¥. (BA 7-2000) 
“ ‘Howard Street, Detroit 31, Michigan (wo 1-470) 
William “M. “proft’ Associa: 42 Main St., Orange, N.J. (OK 7-1300) 
Lisle M. Ramsey & Associates, In 4 South Fourth St., St. Louls, Mo. 
K. L. Bashmir ... .5410 Cahuenga Bivd., N. Hollywood, Calif, (PO 6-053¥) 
Reporter of Direct Maii “Ady f24 7th St, Garden City, N. Y¥. (P1 6-1837) 
Research Projects, . | Fourth Ave., New York, N. Y¥. (JU 2-0830) 
r peed Address Co.. o< 4: . Island City 4, N. ¥. T 4-5022) 
William Stroh, Jr.. tN York, N. J. (UN 4-4800) 
W. I. Watson Corp..... .. F N. ¥. (PR 09-8312) 
The W. P. Woodall Co., 214 East 125th St., N ‘ 5 .. ¥. 4-8600) 
Zeller and Letica, Inc 15 East 26th St., N. ¥. 38, N. Y. } 5-6278) 
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MAIL ORDER CONSULTANT 
Arthur W. Bandman... ...-95 Madison Avenue, New York 16, N. ¥. ( 2-8688) 
Herbert L. Kellner & Associates 131 8S. Wabash Ave., Chicago 3, Il. (AN 8-2242) 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg Co .220 W. 19th St, N. ¥. 11, N. ¥. (CH 38-0692 


MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Co ....19 8. Wells Street, Chicago 6, Ill, (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 

Advertising Distributors of America, In 
44 Ave Detroit 1. Michigan (TE 3-0500) 

Advertising Distributors of 
oe . 100 Madison Ave., N, Y. 17, N. Y. (MU 8-6500) 

84 Peachtree St., N. B., Atlanta 3, Georgia (MU 8-6469) 
Uceupant Mailing Lists of America 239 North 4th Street Columbus, Uhio 


OFFICE EQUIPMENT 


PAPER MANUFACTURERS 


Allied l’aper Mills ...1608 Lake Street, Kalamazoo, Michigan 
American Writing Paper Corporation Holyoke, Massachusetts 
Appleton Coated Paper Co. 1250 } Meade St., Appleton, Wis. (41454) 
Curtis Paper Company ‘ ° os Newark, Delaware (IN 8-8551) 
Eastern Corporation A . Bangor, Maine (Tel; 8221) 
Hammermill Paper Compar Erie, Pennsylvania (GI 6-8811) 
Howard Paper Mills, inc ececcccee 115 Columbia aie Dayton 7, _Ohio 
International Paper Co. oe 4 J “ea ind St.. N. ¥. 17 Be 
Kimberly-Clark Corporation. ... ..+.Neenah, Wisesnelin 

Mohawk Paper Mills, Ir Cohoes 
Nekoosa-Edwards Paper Co . Port Edwards, Wis 

New York & Pennsylvania Co...230 Park Avenue, New York 17, N. Y. 

Peninsular Paper Co... . ° ° Ypsilanti, Mich 1 

Rex Paper Co Kalamazoo, Mich (FI 3.0151) 
Rising Paper Co Housatoni Mass. (HO 47) 
Ss. D. Warren Company 80 Broad Street, Boston 1, Massachusetts 
Sorg Paper Company . . Middletown, Ohio 


PHOTO ENGRAVERS 
Horan Engraving Co., Inc ~euees 44 W. 28th St., New York 1, N. ¥. (MU 90-8585) 


POST CARDS 
Colourpicture Publisher Ir 10 Newbury St Boston 15, Mass 
CURTEICHCOLOM 8-D by ¢ rich & Co., Ine 


rt Te 
1733 W. Irving Park Road, Chicago 13, Hillnols (BU 1-0606) 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
' I 1 Hubert 8t New York 13, N. Y. (WA 5-1196) 


SALES AND MERCHANDISING CONSULTANT 
Ralph T. Curtis 103 E. Powell Avenue, Evansville 13, Ind. (HA 2-3704) 


SEASONAL STATIONERY 
109 Market Place, Baltimore 2, Md. (PL 2-4806) 


STENCIL CUTTING AND LIST MAINTENANCE 


Circulation Associates 1745 Broadway, New York, N. Y. (JU 6-3530) 
Clear Cut Duplicating Co 149 Broadway, New York 6, N. Y. (DI 9-4668) 


SUBSCRIPTION FULFILLMENT SERVICE 


Circulation Associates 1745 Broadway, New York, N. Y. (JU 6-3530) 
Globe Fulfillment Corporation 148 W. 23rd St., N. ¥. 11, N. ¥. (OR 5-4600) 


SYNDICATED HOUSE MAGAZINES 


The William Feather 9900 Clinton Rd., Cleveland 9, O. (AT 1-4122 
The Henry F Henrichs Publications, The House of Sunshine...Litchfield, Ill. (296) 


TRADE ASSOCIATIONS 


Association of First Class Mallers 7. Wyte Bullding, Washington 5 D.C 
Associated Third Class Mail Users, 1406 G ° W., Wash Db. C. (ME 8.2447 
Direct Mail Advertising Assen 3 E Sth &. N Y C, 22 (MTU) 8-788) 
MASA International 18120 James Couzens, Detroit. 35, Mich. (UN 4-3545) 
National Council of Mailing List Brokers 

55 W. 42 St., N. Y. 36, N. Y. (PE 6-0615) 


Parcel Post Association 1013 Woodward Bullding, Washington 5, D.C 





No need to resort to hairshirts, fleas or poison ivy 
Mass Mail 


is better aroused by 


Mass Mail is the versatile new medium for advertising, sales and research 


the direct impact and individual appeal of a personal letter with the broad coverage of other 


mass media 
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it also allows the smart practitioner to predict the return from his mass effort on the basis 


of small, economical tests 


Lemarge is one of the pioneers of Mass Mail. Over the years, we have developed scientific 


techniques for 
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The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


A recent visitor took the position that the most difficult 
job faced by the average businessman is: to find time to 
read all the mass of material he finds necessary to keep 
adequately informed. In many cases, more than half of 
our available working time is consumed in reading the 
newspapers and magazines, the necessary trade papers, 
bulletins and reports from associations, correspondence 
and the printed material applying directly to our jobs. 

As an editor of a trade magazine, | believe my reading 
hours are higher than 50°. Sometimes they are closer to 
90% because I'm trying to read and be informed about 
other fields not directly related to direct mail. 

During the start of this new year, | paid more than 
usual attention to the trade magazines. The big majority 
ran editorials and or features containing predictions ot 
prophecies for the new year or the “new decade.” (Inci- 


dentally, a decade starts with 1 and ends with 10. The 


new decade starts January 1. 1961.) Presidents of com- 
panies go out on a limb and in ponderous phrases pass 
down their wisdom to the lower levels. In the advertising 
press especially, the ponderosity becomes overpowering. 
The ghostwritten proclamations of agency heads and 
advertising managers become a babble of meaningless ex- 
hibitionism. 

Perhaps the forecasts were more extreme and flamboy- 
ant this year because of sensitivity to the “recent scandals” 

. but no wonder some folks get the idea that advertising 
people are slightly nuts. We are surrounded by ponderous. 
meaningless words 

Running through most of the advertising predictions 
were references to the “total marketing concept”; or “the 
marketing oriented management team of balanced adver- 
tising men.” 

One publication printed this formal definition of the 
“total marketing concept”: Read carefully. “The concept. 
essentially, consists of finding out what the customer does 
and will need and what he can and will pay for it, deter- 
mining if it can be made at all and, if so, at a cost which 
will yield a reasonable profit when sold at the price the 
customer will pay. and then—and only then—going into 
production.” 

The economics and marketing textbooks at Pennsyl 
vania in 1915 contained the same information. Donald 
Laird and Kenneth Goode, back in the 20’s, covered the 
same subject in simple fashion, which boiled down to 
essentials meant, “Find out what people want, do more of 
it; find out what people don't want, do less of it.” 

Some long-experienced advertising men must get a 
laugh when they read this double talk about the “total mar- 
keting concept.” They have known the simple ingredients 
all along or they would not have been successful in their 
jobs. The same is true of every fellow or gal who has made 
a success in direct mail. Total marketing concept is just 
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a newfangled expression for an old and well established 
business process. 

Some advertising experts predict “the next decade will 
see an unprecedented boom,” it will be “the decade of in- 
centive ... The techniques of projection point to a mas- 
sive gain in national output,” etc., others are worried 
about what “Washington” will do to advertising. All sorts 
of experts are appearing before all sorts of hearings o1 
meetings in Washington. Some ask the Treasury not to 
enforce a ruling that lobbying advertisements are not tax 
deductible. Others plead for no more laws regulating ad- 
vertising. We'll enforce our own codes, say the industry 
representatives, 

The various associations have been issuing statements 
saying how pure most advertisers are . . . and calling for 
more aggressive action on improving the public image of 
the advertising man (and the industry). Creeping into 
more and more editorials and statements has been the 
term “The New Morality.” described as the determination 
to outlaw questionable ethics in marketing. Hells bells! 
| can imagine what Roy Dickinson, former publisher of 
Printers’ Ink, would be sputtering if he were alive today. 
I can imagine what C. B. (Larry) Larrabee, another 
former PI publisher, is muttering right now. 

As | remember it, the Truth in Advertising program 
was promulgated by Printers’ Ink in 1911 and adopted in 
that year by the Advertising Clubs of the World (later to 
become the Advertising Federation of America). We've 
had seals and slogans and codes since 1911, but darn little 
has been done by any of the various advertising associa- 
tions. We've been afraid to slap the wrists publicly of any 
of our fellow workers. If it hadn’t been for the effective 
work of the Better Business Bureaus and later on the 
Federal Trade Commission, we'd all be in a worse mess 
than we are today. And of course, as far as direct mail is 
concerned, we've had the Post Office Department to parti- 
ally protect us from the crooks and shady operators. 

But to talk about a “new morality” is silly and down. 
right dishonest. We've had the morality, not only since 
1911, but for some two thousand years. We just haven't 
had the guts to enforce it or live up to it. | think the 
whole advertising industry should stop talking big words 
and do something concrete about the old-fashioned mor- 
ality. We wouldn't have such ridiculous subterfuges as a 
television announcement, “Audience reaction for this pro 
gram was technically augmented.” Wonder how many 
listeners that phrase fooled. It still meant “phony applause 
and laughter dubbed in.” In other words, let's have a 
sharper set of teeth in all the beautiful but mute codes of 
ethics. 

There is another word which should be discussed. It’s 
frightening how an incorrect word or an untruthful phrase 
will gain public acceptance if it’s repeated often enough. 
Hitler and his stooges proved what could be done with 





divisive, intolerant, disruptive words. People get to believe 
even the most obvious lies. So we are plagued with 
the word “deficit.” Post Office officials started moaning 
about a “deficit” in running the Post Office. Detractors of 
direct mail took up the word “deficit” and blamed most 
of it on the medium. Today, the word deficit is accepted 
as a truthful description of the situation faced by the Post 
Othece 

Practically every newspaper arti le about the Post Of- 
fice refers to “the deficit.” The President uses the word 
deficit in asking for more rate increases to achieve a sur- 
plus in the budget. But how many of you direct mail folks 
try to explain the falsity of the word deficit when you 
hear neighbors or friends use it? How many of you write 
to your local newspaper to give them the facts? 

The facts: Without the Post Office, other departments 
of our government could not function; the economy 
couldn't function. The Post Office is the messenger boy 
for every branch of government. Among its many non- 
commercial functions are: (1) Provide notary service: 
(2) make customs collections: (31) sell documentary and 
migratory bird stamps; (4) find relatives of deceased 
servicemen; (5) aid FHA in making surveys; (6) make 
flags for veterans’ funerals available; (7) register aliens: 
(&) distribute income tax forms: (9) receive and transmit 
funds for volunteer charities; (10) witness the marking 
of absentee ballots: (11) administer oaths of office: (12 
certify widows and children for pension benefits; (13) 
provide othce space for other federal departments; (14) 
operate a free and costly rural delivery service, which no 
private enterprise would undertake. And there are more. 

It's true that in recent years the Post Office is repaid 
out of Treasury funds for some services, such as franked 
and penalty mail (but not at equivalent commercial rates ) 
Some subsidies are covered by appropriations. But the 
efforts of Senators Carlson, Johnston and other champions 
of a sensible postal policy, have been blocked by the 
deficit deluded majority. Most of the highly publicized 
deficit would be entirely wiped out if the Post Office was 
reimbursed by appropriations for all its public service 


items, which at conservative figures amount to about a 
half-billion dollars annually. 
Ask the complainers about a deficit if they ever heard 
of the Department of Agriculture having a deficit? Yet 
do they know that Secretary Benson authorizes the 
payment of about $1.5 million per day for just the storage 
of the food surpluses purchased from the farmers in the 
price support program? That payment for food storage is 
more than the total so-called deficit of the Post Office. But 
for the farmers that service is not called deficit. It is 
covered by appropriations 
On top of that, some say the Post Office is not being 
run right, adding to the “deficit.” But if the same sort of 
scrutiny was focused on the Agriculture Department, some 
shocking situations would be disclosed. The Department is 
paying private grain operators double the amount it costs 
to store surplus food in government facilities, such as 
ships in mothballs (19 for private storage as against 10 
for government). Checks for millions of dollars go out 
regularly to the private concerns which store surplus food. 
We the taxpayers are paying for it, but it’s not listed as a 
dangerous deficit. Congress goes along and passes an ap 
propriation to cover all the visible and unseen service for 
one segment of the population. On the other hand, the 
Post Office is expected to charge enough on postage rates 
to cover all the free extra and sometimes silly services it 
must perform. Remember all this when you hear that word 


“deficit” again. 


Hope I've made myself clear with all this rambling 
around about words. | think we should all get sick and 
tired of the ponderous, sometimes meaningless or un- 
truthful words used in the advertising business. Maybe 
we could laugh them out of existence by poking fun at the 
perpetrators. 

Too many people in advertising are like the person 
described in a Sarasota, Fla. Post Office Newsletter. The 
Postmaster couldn’t recommend him for a position be- 
cause, “He makes a detail out of an incident, a project 
out of a detail, and a production out of a project.” 

Certainly, the years ahead are bright. Why shouldn't 
We are growing and he althy. But let’s not be 
Keep things especially communications 


they be? 
stuffy about it. 
simple. 
Miscellaneous conversation bits: Progress! The 
American Association of Advertising Agencies is stiffen- 
ing its policy of policing objectionable advertising. Recent 
booklet sent to 5,000 employees of ad agencies tells them 
how they can help in spotting and reporting to headquar 
ters all cases which hurt the image of advertising. § § 
Most recent DMAA Newsletter reports that Code of E thics s 
Committee did not like our suggestions in January Scuttle- 
butt. They claim the association should only “self-regu- 
late” its own members, but should leave “policing” to 
Post Office, Federal Trade Commission, Better Business 
Bureaus and local law enforcement agencies. Well 
the easiest way out of a quandary is to do nothing. | ad- 
vise a closer reading of January Scuttlebutt. In it, | sug- 
gested that DMAA help the agencies mentioned by repori- 
ing and publicizing crooks and borderline operators who 
hurt all legitimate users of the mail by their shady tactics. 
Fifteen hundred postal inspectors scattered over the coun- 
try with hundreds of other problems cannot do the job 
alone. They need help in gathering evidence . spotting 
the misusers. That should be the function of the Code of 
Ethics Committee. $ $ S$ By the time this reaches you 
. the new parcel post higher rates will be in effect. Parcel 
Post Association failed to get a temporary injunction it 
Federal District Court and in Court of Appeals. But Post 
Office lost its request to have the case thrown out. The 
association will therefore push its plea for a permanent 
injunction. Parcel post users are urged to keep accurate 
records of all postage payments after February 1. 1960. 
If court action reverses the Postmaster General. you 
might be able to get rebates providing you have sufficient 
proof. § § § 1960 will probably witness a lot of advertis- 
ing copy tied in with leap year . and Hawaii. Plenty of 
opportunities for sex appeal. § § § Leasing is getting to 
be big business. Will get bigger. We were interested in 
reading the leasing proposal portfolio issued by Ryder 
System, Inc., P. O. Box 33816, Miami, Fla. This company 
started as a truck rental agency. Their direct mail promo- 
tion has been outstanding mentioned frequently in 
The Reporter. Now you can lease practically anything 
from them. Anything requiring a capital investment. 


Good luck always. 
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> Bluff View Drive 
Clearwater, Florida 


Telephone: JUniper 4-3848 
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Portrait of a housewife judging a product. Her critical 
eye is scanning a booklet the manufacturer just sent her. What does she think 
of this product and the company that made it? That depends on what the 
company has to say, and especially, the way in which they say it. If the facts 
have been presented sincerely .. . if care has been taken in the design of the 
booklet... and if it reflects quality and good taste . . . most likely this house- 
wile will be favorably impressed by the booklet, the product, and the com- 
pany. lo win respect, a company must disclose respect for its readers. Respect- 
ful printing begins with a good printer. See him early. The chances are he will 
specify Warren’s printing papers. He will get better results with Warren 
papers ...and so will you. S. D. Warren Company, 89 Broad St., Boston, Mass. 


printing papers make a good impression 


FINE PRINTING PAPERS FOR ADVERTISING LITERATURE AND THE PUBLISHING OF BOOKS 





There’s a Graphicopy Paper 
for nearly every office job 


Check this listing and you'll see there are Hammermill Graphicopy Papers 
to fit nearly all your office printing and duplicating needs. Actually there 
are 272 different weights, colors and finishes of Graphicopy Papers. Ask 
your Hammermill Supplier for the complete list—the Graphicopy “Paper 
Selection Guide”. Or write Hammermill Paper Company, Erie, Pennsylvania. 


For Offset Duplicator Use 


HAMMERMILL BOND — The standard of quality for 
better-looking letterheads, forms, enclosures. Clear, 
bright and strong with good erasability and typewrit- 
ing quality. White and 13 beautiful colors. 


COCKLETONE BOND — For executive letterheads and 
important documents. A luxury paper at modest cost. 
Excellent typing, writing and erasing surface. 


MANAGEMENT BOND -A good-looking watermarked 
paper for low-cost letters, forms, enclosures. Fine typ- 
ing and writing surface. 


WHIPPET BOND — For forms, advertising literature, 
bulletins and catalog pages. An economical unwater- 
marked bond with top press performance qualities. 


HAMMERMILL OFFSET SUPER-SMOOTH —Outstand- 
ingly level surface gives brilliant printing effects with 
life-like illustrations. Runs well on spirit duplicators. 


HAMMERMILL OFFSET WOVE — For general purpose 
offset reproduction uses: advertising pieces, sales liter- 
ature, manuals, catalogs. 


HAMMERMILL OFFSET VELLUM — For all kinds of 
ad-promotion printing. Gives a softer more subtle effect 
to art work and product illustrations. Also works well 
with stencil duplicators. 


GLOSSETTE COATED OFFSET~ For sharpest repro- 
ductions of black and white or colors — type, solids, 
illustrations. Also ideal for bright, sharp spirit dupli- 
cator copies, and it works well as a spirit master. 


DEEPLAKE OFFSET~—A reliable general purpose paper 
at a very reasonable price. Wove finish. 


HAMMERMILL OPAQUE — Gives extra sparkle to 
type, solids, illustrations. Tops for two-side printing. 
Is good for extra-quality stencil duplicating with contact 
dry or paste inks. Vellum finish. 


HAMMERMILL COVER — For booklets, folders, menus 
and other cover paper jobs. High bulk, bright, color- 
ful. Performs beautifully on stencil duplicators. 
Antique finish in radiant white and nine colors. 


HAMMERMILL INDEX — For index cards, show cards, 
folders, menus and general advertising. Strong, snappy 
and easy to use in the typewriter or on the spirit 
duplicator. Is best index paper for any printing. 


Stencil Duplicating Grades 


HAMMERMILL MIMEO-BOND - For top-quality repro- 
ductions of bulletins, scripts, sales letters, other mime- 
ographed messages. Lint-free, with minimum set-off. 
Gives more than 4,000 readable copies per stencil. 


WHIPPET MIMEOGRAPH-—For clean, sharp, low-cost 
mimeograph copies. Lies flat, runs fast. 


For Spirit and Gelatin Duplicating 


HAMMERMILL DUPLICATOR — Gives outstandingly 
bright, sharp copies of bulletins, reports, invoices, etc. 
Colors, made with alkali-resistant dyes, are right for 
Azograph duplicator use. 

WHIPPET DUPLICATOR — For attractive spirit and 
gelatin duplicated messages at low paper cost. 
HAMMERMILL DOUBLE PURPOSE MASTER PAPER 
For long or short run masters on spirit and gelatin 
duplicators. Good for offset reproduction proofs. 


Special Purpose Papers 


HAMMERMILL TRANSLUCENT — For “whiteprint” 
machine masters. Excellent for printed headings by off- 
set duplicators. Types, writes, erases well. Its high trans- 
lucency gives fast, clear copies. 

HAMMERMILL BRAILLE — Made especially for clean, 
firm, durable embossing of smooth raised dots by the 
Addressograph-Multigraph Braille Duplicator or the 
Perkins Brailler. 




















